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A handy guide to selection of proper The high cost of STOPPED motors is ° sales Sppere- 
ee elance, Yor the rade nity for you. Show customers how they can eliminate 
use Chart No. 19. needless stops which disrupt schedules, stop men, throw 

Cee production out of step by using fuses which protect 


TIME along with the motors. 


Fuse Chart—FREE 


Jefferson Super-Lag Renewable Fuses do not stop motors 
needlessly. They do not blow the moment current rises 
—do not blow if the overload is only momentary. But 
they operate positively before the actual danger time is 
reached. It is this ‘“wait'’ which eliminates needless 


STOPPED TIME—which protects TIME along with motors. 


Sell protection against needless stops as well as against 
motor burnouts by pushing Jefferson Super-Lag Fuses. 
Made in all capacities, knife-blade and ferrule types. 


JEFFERSON ELECTRIC COMPANY wr 


Bellwood (Suburb of Chicago) Illinois 
Canadian Factory: 535 College St., Toronto 


The secret of Jefferson — Lag 
performance is in the lag plate on 
the Super-Lag link. This plate delays 
the normal fuse action, provides a 
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time interval or lag by absorbing 
temporary beat rise. This time-lag 
prevents the fuse from blowing on 


har "seg temporary overloads—saves 
needless STOPPED Time and link 
replacements, , er<9 FUSES 
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CIRCUIT BREAKER EQUIPMENT 


ELIMINATES FUSES 


MB The circuit breaker will eventually replace the fuse for 
all modern wiring installations. It should be recommended 
for the home and for educational, commercial and indus- 
trial buildings. 


Partly with the aid of various Federal agencies there 
will be much new building and remodeling this year. These 
buildings should have up-to-date electrical equipment — 
Square D circuit breakers and panels. 


Square D circuit breakers eliminate the need for fuses. 
An overload trips the breaker—restoring service is as 
quick and simple as switching on a light—just the flip of 
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the handle. Gone are the long waits in the 
darkness while a new fuse is being located 
and the old fuse replaced. No more long 
shutdowns of the washing machine or ironer in the home 
or the calculating machines in the office. 


Explain to the contractors the advantages of a complete 
circuit breaker installation — Meter Service Breaker at the 
service entrance and Nofuse Load Center or Nofuse Light- 
ing Panel for the branch circuits. 


Have you a supply of the Square D booklets “The 
Other Entrance To Your Home?” You can get them 
from the nearest Square D district office. Give them 
to your contractors for distribution. 
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MILWAUKEE D 
WISCONSIN seuans Dconrany 





CALL IN 

















There is Still Time 





a very noticeable change in the electrical 
wholesaling trade. Freed from certain 
restrictions imposed by the anti-trust laws, whole- 
salers have been able to come together and dis- 


|) very the. past two years there has been 


cuss common problems, including prices. As a° 


result, NEWA has added many new members, 
has become “truly representative” of the industry, 
and has very effectively presented the case of the 
wholesaler to the various manufacturer groups. 
Wholesalers have either organized local associa- 
tions or formed informal groups in at least 24 
cities, for the purpose of improving conditions in 
their own markets. Manufacturers’ representa- 
tives in several cities have formed similar groups. 

Because of NRA, electrical wholesalers, for 
the first time, have been able to develop a united 
front. They have made definite progress in sta- 
bilizing their markets and improving their rela- 
tions with the manufacturers. 

While code enforcement has been most disap- 
pointing, due to conditions within NRA, neverthe- 
less, the codes have produced many benefits. Re- 
sale prices filed by manufacturers have provided 
a standard price level, made it easier to detect 
the chiseler. The cash discount provision of the 
wholesale code has, on the whole, speeded up col- 
lections. The radio code, with its more specific 


provisions, has, at least in some areas, improved . 


terms, decreased credit losses and _ reduced 
‘‘spiffs.”’ Electrical contractors have derived 
benefits from their code, something of direct con- 
cern to the wholesaler. 

Continued progress can be made if NRA is con- 
tinued and if it is properly administered. The 
present Recovery Act expires June 16. The Har- 
rison Bill, now before Congress, would extend the 
present Act, with important revisions. No action 
is expected, however, until the Supreme Court 
hands down a decision on the Schechter poultry 
case. This is not expected until around June 3. 














The prevailing sentiment in Congress seems to be 
decidedly anti-NRA. There is still time to change 
this, however, and the wholesaler can do much to 
help. He can write his congressman and senator, 
urging an extension of NRA. His salesmen can 
do the same, and they can get their customers to 
do likewise. 

Unless NRA is extended, the passage of the 
Wagner Labor Bill, or perhaps the even worse 
Black 30-Hour ‘Bill, appears certain. Business 
would be compelled to endure increased labor 
costs, would lose its trade practice provisions, and 
once more it would become unlawful for the mem- 
bers of a particular industry to gather together 
and discuss prices. 

The Harrison Bill includes some desirable mod- 
ifications of the present Recovery Act, also some 
very undesirable ones. The famous section 7 (a) 
has been changed to a “Bill of Rights’ for the 
employee, and not the employer. Another re- 
vision would open the books and records of any 
concern to government bureaucrats. All codes 
would be extended for 90 days, during which 
period they would be opened up for review, neces- 
sitating the delay and expense of code hearings 
all over again. These and other bad features 
have been brought to light in a searching analysis 
of the new bill by the National Industrial Ad- 
visory Board, composed of representative business 
executives. Members of this Board will present 
their findings before the congressional com- 
mittees. 

Wholesalers, who take it upon themselves to 
urge Congress to extend NRA, can cover these 
points by urging passage of the Harrison Act 
“with the amendments recommended by members 
of the National Industrial Advisory Board.” 


a FM Mad 


EDITOR 
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Here’s the 
story of 100% 
Non-Rust Metal 
Conduit 
EVERDUR Electrical Conduit 
HIS LATEST ANACONDA development was __ can be cut, threaded, bent and assembled in prac- 
inevitable. Over a period of years, Everdur... _ tically the same manner and with the same equip- 
an exclusive Anaconda Metal... has enjoyed in- | ment employed for steel conduit and tubing. It 
creasingly widespread use where superior physical is accurately cold drawn to size for assembly 
properties p/us excellent corrosion resistance are with either threaded or threadless Everdur 
essential. Now, Electrical Conduit of Everdur Fittings now available from several manufacturers. 
Metal is available —for installations exposed to Everdur Electrical Conduit is listed and labeled 
general corrosive conditions or hazardous loca- by Underwriters’ Laboratories, and has success- 
tions, and where ultimate cost and maximum fully withstood the prescribed tests for conduc- 
safety are of primary consideration. There are _ tivity, short circuit and ground, resistance to 
two wall thicknesses—E. M.T. (Electrical Metallic arcing, bonding and fittings, tensile and compres- 
Tubing in nominal sizes frém % ’’ to 2’’) and R.C. sion strength, resistance to impact, and bending... 
(Rigid Conduit in nominal sizes from 4’ to 4’). — Soldthrough recognized distributors. Our mew Ana- 
§ Of uniform temper, Everdur Electrical Conduit — conda Publication E-12 will be mailed on request. 
EVERDUR METAL THE AMERICAN BRASS COMPANY L\ 
“EVERDUR” isa registered trade- 
mark, identifying products of The General Offices: Waterbury, Connecticut AnaCconDA 
American Brass Company made . ° ace ~ from mine to consumer 
frm alloys of copper, silicon and Offices and Agencies in Principal Cities ce 
o.her elements. 
In Canada: ANACONDA AMERICAN BRASS LTD., New Toronto, Ont. 
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Electrical Wholesalers 


Expand Activities 


Larger inventories, additional lines handled and in- 
creased radius of operations are reported in latest direc- 
tory of electrical wholesalers. New listings total 123, 


including 32 branch houses opened during past 


Electrical Wholesalers,” compiled by the staff of 
ELECTRICAL WHOLESALING and_ published last 
month, provides an up-to-date picture of the electrical 
wholesaling industry. On the two following pages are 
presented some interesting facts concerning both the 
trade as a whole and the average individual establishment. 
A comparison of the new directory with the 1934 
edition reveals several important trends. The number 
of local electrical wholesaler groups has increased from 
nine to 24. These groups include both organized asso- 
ciations and informal clubs, which meet regularly for the 
discussion of local problems. The combined membership 
in these local groups now comprise 32 per cent of the 
industry, as against 21 per cent a year ago. 

The total number of houses listed has increased from 
1,001 to 1,088. Of this total, 241 are branches of the 
three national houses. The General Electric Supply 
Corp. accounts for 95 houses, Graybar Electric Co. for 
78, and Westinghouse Electric Supply Co. for 68. Inde- 
pendent houses listed total 771, including 51 which are 
affiliated with General Electric and 25 which are West- 
inghouse “agent-jobbers.” These 771 independent houses 
also include 141 non-electrical wholesalers with electrical 
departments. Sixty-five of these are hardware whole- 
salers, 50 are mill supply distributors, 13 general supply, 
eight plumbing and five automotive wholesalers. Only 
seven wholesalers reported that their business was prin- 
cipally mail order, while two stated that they maintained 


iE 1935 edition of the “Verified Directory of 
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departments for armature winding and motor 
repair. 

Only 32 houses were deleted from the pre- 
vious directory, indicating an extremely low 
mortality rate in the electrical wholesaling trade 
during 1934. On the other hand, improved 
business led to the opening of 32 branch houses 
during the year. Independent wholesalers ac- 
counted for 19 of these; General Electric Supply seven; 
Graybar five, and Westinghouse Electric Supply one. 

Included in the 110 new independent listings are 80 
electrical houses, 16 hardware, eight mill supply, four 
plumbing, and two general supply wholesalers. 

Of the independent wholesalers listed, less than five 
per cent reported that they also carried on a contracting 
business which, on an average, amounted to 17 per cent 
of their total annual sales. A considerably larger pro- 
portion (23 per cent) also do some business at retail. 
This amounts to only 10 per cent of their total sales, 
however. 

Improvement in sales volume last year is reflected in 
an increase in the inventory carried by the average house 
from $65,000 in 1933 to $75,000 in 1934. The radius 
of operations was also extended moderately. Where the 
salesmen of the average house traveled a territory of 65 
miles radius a year ago, they are now covering up to 
75 miles. 

A number of wholesalers reported taking over addi- 
tional lines during the past year. The percentage of in- 
dependent houses handling refrigerators rose from 31 to 
34 per cent, industrial lighting equipment from 76 to 79 
per cent, residential lighting fixtures from 62 to 67 per 
cent, washing machines from 46 to 47 per cent, and 
fans from 89 to 90 per cent. On the other hand, the 
number of wholesalers handling heating appliances fell 
from 74 to 71 per cent, radio sets dropped from 40 to 
36 per cent and radio tubes from 54 to 51 per cent. 


year 








~ rey seg oe ling The Average Electrical 


Wholesal 
1,088 separate establishments, including aetna 
branches Sells only at wholesale 


Travels four salesmen 


6,100 salesmen 
Has two counter salesmen 


Combined inventories in excess of $76,000,- Carries an inventory of $70,000 
000 Occupies 12,400 sq. ft. of warehouse space 
13,500,000 sq. ft. (310 acres) of ware- Operates within a radius of 75 miles 


house space 
& * 




















LESS THAN 
$50,000 






$50,000 TO $100,000 
$100,000 TO $250,000 


37% OVER $250,000 


Percentage of independent wholesalers carrying various 
sizes of inventory 















Geographic Distribution NATIONAL 
of 241 
Verified Electrical Wholesalers 
*ind. *Aff. *Nat. Tot. *ind. *Aff. *Nat. Tot. INDEPENDENT 
Alabama ...... 10 3 2 15 Nebraska ..... s: a3 8 771 
Arvinoma .....0. e 68 8 4 Nevada ....... 0 0 06 0 
Arkansas ..... 4 0 0 4 New Hampshire 2 0 1 3 
California ..... 44 0 14 58 New Jersey...34 1 6 41 
Colorado ...... 9 .8. 2 13 New Mexico... 1 0 0 1 N um b er of independent 
Connecticut ... 19 0 7 26 New York <i 12 20 164 nat ona | and affiliated 
Delaware ..... ss 2a 4 North Carolina 11 0 7 18 
Dist. of Col.... 5 1 2 8 North Dakota. © 1 0 = 1 houses composing the elec- 
Florida ....... 12 0 10 22 Ohio.......... 48 8 16 (67 trical wholesaling industry 
Georgia ....... 9 0 & 14 Oklahoma ..... 8 0 56 13 
SS er 0 0 0 0 Oregon ....... S282 9 
Hlinois ....... 41 4 6 61 Pennsylvania .. 66 10 14 90 
Indiana ....... 11 6 6 23 Rhode Island... 7 0 38 10 
BOR Sciwuxdee 10 4 6 20 South Carolina 4 1 2 7 
Kansas ....... ae oe 10 South Dakota. 2 0 0 2 
Kentucky ..... a. 2 14 Tennessee ..... 1462 8 26 
Louisiana ..... 7 2 8 op TD no coccace 19 2 16 37 
SOS: wcianncs 4-0 4 SR ssi peeaer es +e: «2 6 
Maryland ..... 11 0 3 14 Vermont ...... Ss 2 -s 3 
Massachusetts . 71 1 8 80. 6Virginia ...... ~~: 6 Oe. 4 17 
Michigan ..... 35 3 10 48 Washington... 7 1 7 15 ELECTRICAL 
Minnesota ....17 1 9 27 West Virginia. 13 5 O 18 947 
Mississippi .... 5 0 0 5 Wisconsin ..... ma. 22g 19 
Missouri ...... 20 1 #7 «928 Wyoming ..... 1 0 0 1 
Montana ...... 1 0 8 a 
Pape aL Pw Fo sce cain sige na coese Number of strictly electrical 
°AG.—Wheteonbans Adltiates with General Electric and Westinghouse. houses, and of _ n-electrical 
“Nat —National Houses including General Electric Supply Corp., West- houses maintaining electrical 
inghouse Electric Supply Co. and Graybar Electric Co. depar tments 
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; WIRE AND CABLE 987, 


SAFETY SWITCHES 971% | 
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RIGID CONDUIT 91% | 


CONDUIT FITTINGS 967. 


96% 


ARMORED CABLE 95% 
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INDUSTRIAL LIGHTING EQUIPMENT 79%, 


role) dn. 00.0-9-4— 13% 


HEATING APPLIANCES 1% 


VENTILATING EQUIPMENT 710% 


1 (Os MO) an O10) 8 WSO) 697 


677, 





RESIDENTIAL LIGHTING FIXTURES 


P VACUUM CLEANERS ER 
PRADIOTUBES 
Ci 
SCS 7 Percentage of 


RANGES 37% 
Independent Wholesalers 


RADIO SETS 367% 


Tw Gree 347. Handling Principal 


Commodity Lines 
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he a paper read before the Lake Michigan Club at French Lick on 


May 9, an experienced wholesale operator discusses chiselers he has 
met and asks, “Does chiseling buying pay for inventory losses?” 


The Cost of Chiseling 


wholesalers, 


By H. D. ROSETH 


cost—recognize this condition and take 


LECTRICAL 
through their associations and President, Co-Op. Electric Supply Co., every means at their disposal to coun- 


through the influence of the more 
important and influential units in their 
group, have always exerted a great deal of effort to 
standardize buying as well as selling and to make the 
entire procedure more or less mechanical by adopting the 
seemingly logical and simple procedure of following the 
market up or down in selling as well as buying. 

If the sale of electrical merchandise were confined 
entirely to electrical wholesaling channels, there would be 
no need to find fault with this principle. Unfortunately, 
however, electrical merchandise is being sold in increas- 
ingly greater volume through channels entirely foreign to 
the electrical field. Therefore, in formulating selling as 
well as buying policies, electrical wholesalers must, in 
self-preservation, study and pay heed to the methods of 
all of their competitors wherever they may be. 

Merchants in other fields, and some among ourselves, 
are natural traders—not price-sheet buyers. By their 
natural instincts, traders are, to a certain extent, gam- 
blers. However, instead of confining their gambling 
operations to stock and commodity markets, bookies, and 
gambling establishments, they combine such activities 
with their merchandising. They become volume buyers, 
many times entirely without regard to sales possibilities. 
To obtain the best trade, the chiseling power of volume 
buying is set in motion. Large and substantial orders 
bring low prices and otherwise attractive terms. Soon 
we find the trader stocked rather heavily and at prices 
that defy normal competition. For the moment, at least, 
the deal appears to have all the earmarks of a profitable 
venture. 

The electrical wholesaler’s buying ethics and principles 
are no match for this type of operator. Buying from 
price sheets as most of us do, in small, conservative quan- 
tities, following markets up or down, we find ourselves 
out-classed, out-smarted and out-sold. 

The trading or chiseling instinct of the buyer is prac- 
tically always reflected in his selling. In most cases it is 
the chief purpose and intent of it. The merchandise is 
offered for sale at more-or-less ridiculously low prices 
without regard to so-called established resale schedules. 

When markets are disturbed thus, the effect is felt by 
not only wholesalers but every manufacturer except the 
one or two who happen to be the recipient of the business 
involved. To retain their own trade, to maintain the 
normal volume, to keep their factory running, their help 
employed, manufacturers must—even without regard to 
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Chicago 


teract it. Each manufacturer is anx- 
ious to keep his regular trade channels 
open. He also has an obligation to his customers and 
wants to put them in a competitive position, not so much 
as a philanthropic gesture, but in his own self-interest. 

Then the fun begins. Prices begin to tumble, first 
one and then the other meets what he thinks is the pre- 
vailing price and, before the cycle is completed, prices 
and terms are smashed to bits. 

You have all seen this happen many times. In price 
war, there is no bottom. The volume buyer’s stock 
shrinks in value every minute. What looked like a mas- 
ter stroke, proves to be like having put his money on the 
wrong horse. Gambling it was and gambling it is at the 
finish. The wonderful buy, the large inventory, turned 
into a liability. 

The buyer is faced with huge inventory losses. As 
prices decline further, it becomes more and more impor- 
tant to reduce inventories as every day might bring a 
further loss. This sort of a situation takes on the appear- 
ance and the effect of a miniature panic. To move the 
goods, resale prices must be slashed again and these 
slashed prices further disturb the market, many times 
resulting in additional price reductions by manufacturers. 
There seems to be no end to it. Inventory shrinkage 
continues and the loss increases. Such an experience 
repeated a few times is likely to shake the structure of an 
otherwise well-established business. 


HISELING, however, is not confined to the traders 

and volume buyers, in and out of the electrical whole- 
saling field. We have all heard of the buyer whose 
slogan is “too high” or “too much.” This “too-high 
Jim” little realizes the damage he may be doing his own 
house while he is engaged in what appears to him a 
shrewd buying attitude. Some of the weaker manufac- 
turers in their anxiety to get business, fall for this trick 
and begin meeting what at first may be just an imaginary 
situation. 

Resale prices are lowered, reflecting Jim’s lower cost. 
Competitors become anxious. Manufacturers losing the 
business begin to worry. We all know that there are no 
secrets in business ; without disclosing the so-called inside 
deal, the facts become known by deductions and by tell- 
tale actions and marks that stick out like a sore thumb. 
So the market is broken down again, resulting in inven- 
tory losses and anxious attempts to unload the “good 
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buy” that suddenly has turned out to be a costly error. 

There are many other types of chiselers, some just 
plain ignorant—others of a scheming type, vicious and 
destructive. 

A good many manufacturers are probably more qual- 
ified to describe some of the many unique types of 
chiselers they have met. Some of them can tell us about 
the so-called “friendly chiseler,”” who masquerades as 
your true friend, but only until he gets you to cut your 
price. Then there is the chiseler who is not (apparently ) 
interested in your goods, your house or yourself. Noth- 
ing appeals to him. He is entirely indifferent. But 
heaven help the salesman if he weakens and even hints at 
a price cut. 

You all know the chiseler who works one manufac- 
turer against the other, gives you your competitor’s deal 
and, in his own distorted way, puts 
you on the spot and makes you fall 
and fall hard, only to lose the busi- 
ness anyway, because he then uses 
your deal to work on somebody else. 

There is the chiseler who does the 
damage after the goods are delivered 
to him at his own agreed price. He 
is the fellow who finds faults, de- 
fects, claims shortages and what- 
not, just to get an adjustment or a 
rebate. 

We also know the chiseler whose 
heart breaks when he thinks of a 
salesman getting a commission on 
his orders. He either tries to induce 
the salesmen to give up all or a part 
of his commission and many times 
even side-tracks the salesman en- 


tirely by trying to do business with H. D. 


the house direct, at the same time 
making a demand for the salesman’s commission. 

How about the “debit” type of chiseler? He is the 
fellow who first holds up the bill and then sends you a 
debit to reduce your price to meet some mythical com- 
petitor’s quotations and probably also deducts a belated 
cash discount on bills long past due. 

We should not forget the “returned goods” chiseler 
who, for no real reason, throws your merchandise back 
to you for credit and makes you like it. 

No matter what the type, however, the ultimate result 
is the same. Manufacturers and their salesmen should, 
and probably do, study the various types so as to be for- 
tified against their pet schemes. A little back-bone on 
the salesman’s part will foil many of these sharp-shooters. 
In the ultimate end, chiselers seldom do themselves or 
their houses any real good. On the contrary, they harm 
their own cause even though they fail to realize it, and 
they also do incalculable damage to everybody in the 
industry. 

What a great world this would be if buyers were to 
realize that they can best serve their own interests by 
permitting their sources of supply to always make a fair 
and reasonable profit. No deal can turn out satisfactorily 
to all concerned unless everybody involved profits by it. 

Some of us think we are better buyers than others. 
Some firmly believe that every cut price he manages to 
pry loose from a manufacturer is entirely and strictly 
confidential, confined to him and him alone. The great 
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majority of the more seasoned buyers know better. Just 
as surely as night follows day, all inside deals become 
known to others, who probably have been similarly 
approached. 

The danger of inventory losses due to chiseling buy- 
ing methods should not frighten the buyer into becoming 
a rubber stamp. As outlined before, it is every buyer’s 
duty and obligation to see by all legitimate methods and 
means, that he buys his goods at least at as low a price 
and under as favorable terms as the merchandise is 
available in similar quantities to any one of his com- 
petitors. If the market has been or is being disturbed 
by others and price reductions are offered without being 
artificially created by the buyer, he is obliged to take ad- 
vantage of it, even though it may seem, from a long-range 
viewpoint, against the best interests of his own house. 

Lower prices bring reduced gross 
volume without any particular re- 
duction in operating expense, which 
tends to reduce, or entirely elimi- 
nate, profits. 

Much can be done to lessen inven- 
tory losses by proper selection of 
our sources of supply. Buyers 
should not be misled by the imme- 
diately visible sign of a price advan- 
tage. There is quite a difference 
between paper profits and actual 
profits shown on the much respected 
profit and loss statement. Manufac- 
turers who really have a clean 
wholesaler policy are of tremendous 
help and value to the electrical 
wholesalers. Support should be 
given them freely and _ whole- 
heartedly, even if at the moment at a 
sacrifice of the price. 

Many manufacturers, however, are trying to work both 
ends to the middle. They have a straddling and flexible 
policy which in effect is no policy at all. They are trying 
to have the pie and eat it, too. Usually these are the 
sources where confidential and inside prices come from. 
Let us see for the moment just what these inside prices 
actually mean to us. ° 

Those who try to sell both you and your customers are 
not your friends, even when their prices are lower. 
Every individual order you give them strengthens them, 
makes them more powerful. You and we are giving 
them the ability to do us further damage. The whole- 
salers must see to it that there is a sharp division of 
manufacturers selling strictly through wholesalers and 
others who side-track the wholesaler entirely. There 
should be no combinations or straddlers. In supporting 
the 50-50 manufacturer, we are inviting troubles, among 
which is a very important one: INVENToRY Loss. 

The lower prices quoted by these operators seldom 
compensate us for the damage done by taking our cus- 
tomers away from us. 

Electrical wholesalérs’ associations of all types are 
doing a lot of constructive work for the benefit of whole- 
salers in general. Among other things, there seems to 
be nothing more important than a systematic and thor- 
ough education of their members and the developing of 
a practical and sound plan of unified action in support 
of the true friends and supporters of the wholesaler. 


Roseth 
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Commercial Units 


At the Portland, Ore., office 
of the Westinghouse Electric 
Supply Co., commercial 
lighting units are suspended 
in a double row of cubicles. 
These are supported by end 
columns which permit use of 
floor space beneath for a well 
lighted display of appliances. 
Each cubicle is wired to a 
separate switch, is entirely 
open at the bottom, has a 
V shaped opening at side. 


Practical 


W arehouse 
Methods 


3. Interior Displays 


Revolving Floor Display 


Located next the show window, and pow- 
ered by a small motor, this revolving dis- 
play attracts attention to leading appliance 
numbers at the WHughes-Peters Electric 
Floodlights, mounted 


Corp., Columbus. 


above the show window, provide effective 
illumination during the evening. 





For Portable Lamps 


On its second floor, the Hatfield Electric Supply 
Co., Indianapolis, has five separate rooms de- 
voted to fixture and lamp displays. In one of 
these rooms are individual Booths, each contain- 
ing a single portable lamp and a wall bracket. 
Thus both wall bracket and lamp are displayed 
effectively with no waste space. 


tii 
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Display Stand 


little floor space. 


Wired Lamp Rack 


Over the counter of the Hatfield Electric Supply 
Co., Indianapolis, is this wired pipe rack 
equipped with pull-chain sockets, for the dis- 
play of more than 50 separate sizes, shapes and 
colors of Mazda lamps. It is surmounted by an 
illuminated sign, at the left of which can be 
seen a shorter rack for candelabra base lamps. 


. 
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Two of these movable stands 
are in constant use in the 
showroom of the Columbus 
house of Gordon Bros. Co. 
Mounted on casters, their 
four all-metal shelves permit 
the display of some 20 dif- 
ferent items, yet require 
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Both high school and profes- 
sional teams have found that night games 
bring out from two to five times as many 
fans as day games. The playing season 
has only started, and there are athletic 
fields in every wholesaler’s territory 


BASEBALL. 


All-Philadelphia Ball Club’s Park. 


Floodlights Boost Gate Receipts 


only been made possible by floodlighting, but have 

also been made much more popular and more profit- 
able than day games, is constantly being demonstrated 
by gains in gate receipts. Also, recognition of flood- 
lighting by the National League and its authorization for 
a certan number of league games to be played at night 
has led many team managers to seriously consider the 
floodlighting of their own athletic fields. 

Earl Mann, vice-president of the Atlanta, Ga., Base- 
ball Corp., states that his team played 67 day games and 
10 night games. The day games had an average atten- 
dance of 2,211 persons, while the night games averaged 
3,723 persons. Mr. Mann also states that there were 
more women present at the night games. 

With the completion of the installation of floodlights 
at the ball park in Ponca City, Okla., all the cities in the 
Western Association will be equipped for night baseball. 
The new installation at Ponca City uses 100 G.E. open 
floodlights with 1,500-watt inside-frosted lamps, grouped 
on a total of eight towers around the field. 

The opportunity for selling floodlights to ball parks 
is by no means limited to the professional leagues, how- 
ever. High school teams and soft ball associations have 
also successfully boosted their attendance by night games 
played under floodlights. 


Ts, night baseball and football games have not 





SOFT-BALL. Soft-Ball Association’s Field, Watertown, Wis. 
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H. R. Peterson, superintendent of public schools at 
Albert Lea, Minn., states that their night football games 
show average receipts of $800, whereas their day games 
average only $100. 

Thomas R. Brooks, promotional director for the Wat- 
ertown, Wis., Soft Ball Association, says that his asso- 
ciation has just completed its second successful season of 
night games. 

R. S. Scobell, school district secretary and manager 
at Erie, Pa., furnishes the information that their night 
games average 3,563 persons per game, while their day 
games show an average attendance of only 700. 

According to Carl Hoeppner, coach at the Dunkirk, 
N. Y., High School, the figures for his school show an 
average attendance of 1,050 whereas before floodlighting 
was installed the average gate was only 390. 

G. P. Barron of the Yoakum High School at Yoakum, 
Texas, reports a night football attendance of 800, while 
the day games draw only 150 to 200 persons. 

The illustrations on this page, reproduced through the 
courtesy of the General Electric Co., indicate that these 
installations involve standards and extensive wiring, in 
addition to the floodlights themselves. The wholesaler 
who sells his local high school or ball clubs on a com- 
plete floodlighting installation will get an order that runs 
into real volume. 





FOOTBALL. 


High School Stadium, Erie, Pa. 
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Selling to Industrials —V 


Price Differentials Should Be 
Based On Functions 


Wholesalers are entitled to receive a clear cut statement from the 
manufacturer as to his policy regarding price differentials, so that 
they may know whether or not he is deserving of their support 


HE basing of manufacturers’ 
T bree to wholesalers, in any 

particular trade, upon the func- 
tions performed by such middlemen 
is an attempt to standardize price 
practices and marketing methods on 
other than a quantity basis. At the same time it gives 
wholesalers a recognized right to perform a demonstrable 
economic function in the distribution of goods. It is 
of particular importance to electrical wholesalers to 
secure from manufacturers some sort of differentials 
based upon the actual costs of the functions which they 
perform, in-so-far as these costs may be ascertained. 
It is also important to such wholesalers to secure some 
sort of protection in the case of direct sale by the manu- 
facturer to the wholesalers’ customers. 

The first step in any attempt to standardize prices 
on a basis of the functions performed is to clearly define 
and classify the trade outlets and consumers in a trade. 
In other words, some official definition of a customer 
or consumer, a dealer and a wholesaler, or other 
middleman, should be formulated. Any definition of 
trade outlets should be based on the answer to the 
question: What functions does the industry, that is 
to say, the manufacturers and all their outlets, desire 
each trade outlet to perform? When this question has 
been decided, the value of these functions to the industry 
should be ascertained. 

The second step is to determine what kind of dis- 
count or differential from manufacturers’ net price lists 
are necessary for the various functions performed by 
the buyer, as well as for varying quantities purchased. 

The third step is to determine 


By JOHN H. FREDERICK 


Author of ‘‘Industrial Marketing,’’ and 
Assistant Professor of Marketing, 
University of Pennsylvania 


National Electrical Wholesalers As- 
sociation’s definition of an electrical 
wholesaler, entitled to receive dis- 
tributor discounts from electrical 
manufacturers, at this point; but it 
is a very clear and concise statement 
based upon the functions performed in the distribution 
of electrical products. (See ELECTRICAL WHOLESALING, 
November, 1934, page 11.) 

The second step is not so readily accomplished, even 
though the code of fair competition for the wholesaling 
or distributing trade does contain a rather cumbersome 
machinery for establishing differentials according to the 
functions performed. Under this code any division of 
the wholesaling or distributing trade, such as the elec- 
trical wholesaling industry, in which manufacturers sell 
coincidentally to several classes of buyers (which is the 
case when sales are made both to wholesalers and to 
industrial users), may, through its divisional code 
authority, arrange for a conference of all interested 
parties for the purpose of defining and establishing price 
differentials. These price differentials must be fair 
and reasonable in relation to the nature and extent of 
the distributing services and functions rendered by each 
buying class. Such differentials shall include all ele- 
ments affecting the net price, such as discounts, terms 
and allowances. The price differentials agreed upon 
by all interested parties are then formally announced 
by the divisional code authority and thereafter, until the 
announcement is made that such price differentials have 
been discontinued, it is to be considered an unfair trade 
practice for a wholesaler or distributor to handle such 

products, unless the price at 





which it is sold to him allows 





what sort of protection, if any, 





should be granted wholesalers 
by manufacturers who may find 
it necessary to contact a part of 
their market directly, even 
though their products are car- 
ried by wholesalers. 

The electrical industry has 
taken the first step in-so-far as 
formulating what a wholesaler 
is and does. Space does not 


Unless manufacturers base their dis- 
counts and price differentials upon 
the functions performed, rather than 
upon size or buying power, then 
many abuses which have prevailed 
in the past will not be corrected 


or provides for the stipulated 
fair price differential. These 
stipulations in the code affect 
the relations between manufac- 
turers and wholesalers but do 
not in any sense abridge the 
right of a manufacturer to sell 
direct to retailers, or the right 
of retailers to buy direct from 
manufacturers. At the same 





permit of a repetition of the 


time these stipulations do not 
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prevent reasonable and fair price differentials from 
being allowed on the basis of the quantity purchased 
or such other factors as may be deemed proper by the 
code authorities. 

The purpose of this section in the general wholesale 
code is to make it possible to protect to some degree 
the wholesaler and the independent retailer against 
uneconomical prices allowed by some manufacturers to 
large or influential buyers. Should manufacturers’ codes 
be permitted to establish minimum prices without specify- 
ing a differential between wholesale and retail outlets 
the wholesalers would be most seriously affected. The 
wholesale differential provision is based on the principle 
that differentials between buyers from the same manu- 
facturer should be based upon three factors instead of 
upon only two, as has been the prevalent custom. It 
assumes that such differentials should be established 
upon: (1) the distributive 


The recent study of the operating costs by a com- 
mittee of NEWA shows the average functional expenses 
of electrical wholesalers to amount to 18 per cent of 
the total sales of all commodities handled, varying 
somewhat with the type of products sold in largest 
volume. This committee also discovered that electrical 
wholesalers’ operating costs exceed their gross margin 
on most of the lines they handle. The results of this 
committee’s work supplies data on operating costs which 
can be used by wholesalers to convince many manufac- 
turers that they should immediately revise their discount 
schedules so as to provide the wholesaler with a profit 
commensurate with the services he performs; provided 
that the National Recovery Administration permits the 
differentials clause of the general wholesaling code to 
become effectively operative. 

Certainly every trade outlet, or member of a chain 
of distribution, must have a 
margin or percentage on 





functions performed and 








services rendered by differ- 
ent buyers as well as upon 
(2) the quantity purchased, 
and (3) the bargaining 
power of the buyer. Hither- 
to it has been the general 
practice to vary prices as be- 
tween buyers in accordance 
with the quantity sold to each 
purchaser, and with the buy- 
ing power of each customer. 
The price differentials estab- 
lished on this basis are often 
out of all proportion to the 
savings actually enjoyed by 
the seller by reason of the in- 
creased quantity handled. 
While the provision of the 
general wholesaling code re- 
tains the quantity discount as 
an integral part of a manu- 
facturer’s price structure, it 
stimulates the use of a sys- 
tem of discounts based on 
the functions performed and 
services rendered in distribu- 


ing his sales plan 


same price 


Profits Are Determined By 
Manufacturers’ Policies 


The sales policies of manufacturers are 
important factors in determining both 
wholesalers’ and manufacturers’ profits 


When a manufacturer of electrical prod- 
ucts sold to industrial users decides to 
use the electrical wholesaler, he has four 
policies from which to choose in develop- 


Industrial buyers in general are not in- 
terested in buying at lower prices than 
do any of their competitors, but they are 
very much interested in buying at the 


which to operate. Many 
trade outlets are not now, 
and never have been ade- 
quately protected in their 
legitimate business. If the 
members of an_ industry 
would define and classify 
each of the distribution agen- 
cies used by the industry, in 
terms of functions _per- 
formed, the problem of set- 
ting discounts and other dif- 
ferentials would be greatly 
simplified. If, on the other 
hand, discounts and differ- 
entials are based on size or 
buying power, many of the 
abuses which have prevailed 
in the past will continue. 
The third step in stand- 
ardizing price practices in- 
volves the determination of 
what sort of protection, if 
any, should be granted 
wholesalers by manufactur- 
ers who may find it neces- 











tion by different types of 
concerns purchasing from 
the manufacturer. Certain work must be performed 
during the movement of goods from the manufacturer 
to the stockroom of the retailer or industrial user. This 
section of the code is designed to aid in the establish- 
ment of differentials between different types of firms 
engaged in performing one or more of these jobs, in 
accordance with the number of such jobs each type 
performs, and the extent to which it performs them. 
The wholesale differential is not an operating differen- 
tial, but is in the nature of a partial stop-loss provision 
since any differential so far contemplated is not large 
enough to cover all wholesale operating costs. The 
wholesale differential is functional compensation to 
which wholesalers are entitled and, as now provided 
for in the general wholesale code, establishes a means 
by which wholesalers can agree to do business with 
manufacturers who compensate them and refuse to do 
business with those who do not. 
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sary, or may think it is 
necessary, to contact a certain 
portion (usually the industrial users), of their market 
directly. 

The term “direct selling by manufacturers” has many 
meanings and is used in various ways. It may refer 
to sales made by manufacturers to retailers without 
going through the wholesaler. Sometimes, it is applied 
to sales made to wholesalers without the intervention 
of another middleman, such as a broker or manufac- 
turers’ agent. Frequently the term is used to indicate 
sales made by a manufacturer through his own outlets 
either direct to retailers or direct to consumers (both 
household and industrial). However, it has generally 
been applied to sales made by manufacturers from their 
plants direct to consumers. 

The electrical wholesaler need not be concerned with 
manufacturers’ direct sales to household consumers. 
The 1929 Census of Distribution revealed that while 
246 electrical manufacturers re- (Turn to page 22) 
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How are YOUR Public Relations ? 


N ELECTRICAL wholesaler 
A recently confided, “I was a long 
time in realizing the opportu- 
nity for my business in public relations 
activities. For years, I had listened to speakers—at 
luncheon clubs, chambers of commerce, and other gath- 
erings—who, representing utilities, institutions, and cor- 
porations did a mighty good promotion job for their 
employers. Suddenly, it occurred to me that I could do 
the same thing for my business. True, I was no public 
speaker, but I could learn. 

“So I enrolled in a public speaking course conducted 
by the state university and, after a period of preparation, 
found I had no difficulty in securing as many public 
appearances as I could handle.” 

The organizations which this wholesaler has addressed 
include commercial organizations, luncheon clubs, trade 
associations and clubs, labor unions, granges, parent- 
teachers associations, high school and college classes, and 
even others. Not always, of course, is there a direct 
tie-up with the electrical wholesaling trade. The whole- 
saler simply “sells himself.” 

Public relations management is the modern art or 
science concerned with mass psychology of building a 
powerful body of good will which later translates into 
sales or other tangible benefit. At least nine out of every 
10 electrical wholesalers have the opportunity to radically 
improve their sales and profits by first making a study 
of public relations, then fitting principles to practice in a 
skillful campaign. In planning such a campaign five 
distinct lines of activity should be considered. 

1. The electrical wholesaler, and his employees, should 
be “Joiners.” The wholesaler himself should belong to 
one of the luncheon clubs—Rotary, Kiwanis, Lions. 
Membership, including dues and luncheons, costs roughly 
$40 to $100 a year, depending on locality. This outlay 
will establish the wholesaler in a fraternal bond with 
some 20 to several hundred of the leading business and 
professional men of the community. 

2. Follow correct political policies. No electrical 
wholesaler should ever take a political position which 
will make him enemies, but this does not mean that he 
should not participate in politics. One of the best whole- 
salers we know is represented in both political parties 
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By JOHN T. BARTLETT 


Secretary, Mountain States Hardware 
Association, Denver, Colo. 


with men who contribute heavily of 
their time, moderately with cash contri- 
butions. And year after year this busi- 
ness benefits in very important ways. 

3. Do your part in drives. Every community has 
these—for the community chest, chamber of commerce, 
community hospital, and other causes. An electrical 
wholesaler can participate in a drive; appear in the 
printed list of teams; attend the “pep up” breakfasts 
and luncheons; get out on the street and hustle—and be 
absent from his house, in all, not more than 10 or 12 
hours. And he can do a mighty good job of “driving,” 
too! Drives are splendid devices for getting acquainted 
with new people; the impression made is practically 
always a favorable one. 

4. Be a good member. There is no greater crime in 
public relations than, in an organization, to become one 
of the sorehead minority; to be known as a trouble- 
maker ; to constantly force one’s opinions upon the group. 
Model procedure is always to be willing to work, always 
cheerful, always happy to give the other man the spot- 
light. Such characteristics are always rewarded. The 
wholesaler will not have to play politics or push him- 
self forward. He will find himself inevitably gravitating 
toward offices. 

Such activities always produce local newspaper pub- 
licity, all of it beneficial. On principle, aside from direct 
merchandising benefits, the electrical wholesaler should 
advertise in local newspapers. He should show his friend- 
ship for editors in this way. The returns will come back, 
never fear. Amount of advertising need not be large. 

5. Sell the right house personality to the trade and 
public. The wholesaler must have the enthusiastic co- 
operation of his entire organization in selling certain 
general impressions of his business. First, the trade and 
community must believe that the house is absolutely 
honest and reliable, and will not misrepresent in order 
to make a sale. 

Second, the trade must know that, rather than have a 
customer dissatisfied, the house will go a long way ad- 
justing a complaint. 

Public relations is a far more vital subject for the 
electrical wholesaler than advertising. 

How are your public relations? 
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Giving Salesmen Rope 


By FRANK FARRINGTON 


be given plenty of rope. They like to be left to 

handle their job in their own way without needless 
restrictions, checks, and counter-checks. The man on the 
job is apt to think he knows more about his special work 
than anyone else does. He thinks he is closer to the 
work than the boss and knows better how it should be 
handled. 

Sometimes such a man is as wise and efficient as he 
thinks he is and might be trusted to work without much 
supervision, but ordinarily a man who is that good does 
not resent supervision. It is the fellow who is not quite 
good enough to be left alone who makes the most fuss 
over being watched. 

It is said that the late Philip D. Armour believed in 
giving his men plenty of rope. He declared they would 
either make a ladder of it and climb or they would hang 
themselves with it. 

When a man is of top-notch quality and has had ade- 
quate experience, it is safe to give him rope, letting him 
have plenty of leeway to use his own judgment. Give 
such a man what rope he wants and he will make a ladder 
of it and climb to success. But the poor devil of an ineffi- 
cient who clamors to be freed from restrictions and 
allowed all the rope he wants before he knows what to 
do and how to do it, will just make a noose and hang his 
business career by it until it is dead. 

It is the business of our executives to supervise or to 
provide supervision for employees of all classes. Even 
the man who is next to the highest man has to report to 
someone above him, and the 
big chief himself is checked by 
his stockholders. But there is 
something to be said for Mr. 
Armour’s method. 

For the man who is compe- 
tent to do the job for which he 
has been picked, nothing helps 
so much to stimulate him to 
do his best as the knowledge 
that the whole responsibility is 
his. Check a man at every 
turn, watching, perhaps suspi- 
ciously, every move he makes, 
and he is more inclined to 
shirk than to shoulder respon- 
sibility. He knows he is only 
doing what somebody has told 
him to do and he lets it go at 
that. He thinks he is only a 
figure to be moved about on 
the chessboard as someone else 
sees fit to move him. The re- 
sponsibility is not his. We do 
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not develop independence and responsibility in employees 
by keeping them everlastingly dependent. Just as long 
as we give a man no rope, he will not know what rope is 
for, nor how to use it. 

A salesman told me this experience. “The sales man- 
ager called me into the office one day,” said he, “and told 
me the So-and-So Mining Co. was going to electrify its 
equipment. He’d just got a tip the decision had been 
made and we had a chance to get on the ground ahead 
of the others who would be after the business. ‘I want 
you to go and get that order,’ he said and that was all. 
It was enough. I know what a mining company needs 
in a case like that and I know how to sell the stuff. If 
the sales manager hadn’t long before found out I was 
competent, I wouldn’t have been working for him at all. 
If he’d had any special information about the case, he 
would have given it to me, but all he had was the simple 
tip and he sent me off. 

“Well, just as I was going to keep an appointment I’d 
made with the mining people’s buyer, I got a big, fat, 
special delivery letter from the house. I opened and 
glanced at it to see if there was anything about any 
change in price; then I put it in my brief case to read 
later, for my time was up. I got next to the buyer and 
secured the order, and it was no small order, either. I 
felt pretty pleased, because I’d done it all on my own. 

“Then I had time to read that special delivery letter, 
and believe me, I’d done everything just the wrong way. 
What I mean is there was a letter from the president 
telling me how to get to the buyer, whom to see first, and 
all the wires to pull and the 
line of talk to use and a lot 
more. The president didn’t 
know any more about the case 
than the sales manager, but he 
was afraid to leave it to me. 
If I’d read his letter first and 
tried to do all he said, I 
would never have had a look 
at the order. He had the 
wrong dope all around.” 

There was a case where the 
head of the company couldn’t 
keep his hands off. He couldn’t 
make up his mind to give the 
salesman his rope. Fortu- 
nately, it made no difference, 
but it would be a good thing if 
that president could know how 
near he came to spilling the 
beans. He will not know, un- 
less he reads it here, because 
the salesman merely thanked 
him when turning in the order. 
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Men You Should Know 


M. W. NICHOLS, 


President, Nichols Electric Co., 
Dayton, Ohio 


Nichols, president, Nichols Elec- 

tric Co., Dayton, Ohio, has been 
actively engaged in the electrical 
wholesaling field. Judging from his 
alertness, both mentally and phys- 
ically, he will continue to sell to con- 
tractors, dealers and industrials for 
many years to come. Born in Dayton 
on February 25, 1878, he has spent 
his entire life in the central Ohio city, 
except for a brief period before en- 
tering the electrical business. 

Upon graduating from Steel High 
School in Dayton, Mr. Nichols. en- 
tered the local Miami Business Col- 
lege. Speaking of this fact, he says, 
“Not many of us went to regular col- 
leges in those days, but I was fortu- 
nate enough to at least graduate from 
business school.” With the comple- 
tion of his education, he worked for 
three firms previous to his joining the 
William Hall electrical organization 
in 1901. His business school must 
have provided practical training, for 
his first position with this firm was 
as bookkeeper. Knowing that sales 
experience would help him get ahead, 
he entered the sales department a 
short time later. In 1906, the com- 
pany was incorporated, becoming 
known as the William Hall Co. and 
the secretary was none other than our 
friend, W. M. Nichols. After a few 
years on the road, he became head of 
the electrical wholesaling department, 
a position which he held until 1919 
when he left the Hall organization to 
form the present Nichols Electric Co. 

This interesting wholesaler is well 
known nationally, as he was a mem- 
ber of the executive committee of 
NEWA for the term ending in 1934. 
Commenting on that job, Mr. Nichols 
said: “Previous to my membership 
on the executive committee, I thought 
those fellows had a snap, but sitting 
up all hours of the night threshing 
out numerous problems convinced me 
that any man who serves on that com- 


Px the past 34 years, M. W. 
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°*A Wholesaler With 
Convictions 


mittee deserves at least 
a little credit.” At the 
present time, Mr. Nich- 
ols serves NEWA as 
chairman of the conduit 
fittings and outlet boxes 
committee which, in 
itself, requires time and 
effort. 

Wholesalers of Day- 
ton do not have a for- 
mal local organization, 
but every Monday noon 
representatives of each 
house get together for a confab. “If 
one of us does something wrong, in 
the opinion of the others, don’t think 
they fail to put us right. With this 
open-and-above-board attitude toward 
one another we get along decently 
and really enjoy life. When NRA 
came along cutting hours, we decided 
to close shop Saturdays and have 
some recreation. If a contractor or 
industrial has a breakdown, he can 
locate us as he does at night.” Thus 
our Dayton friend sets forth two ad- 
vantages of local cooperation. 

Mr. Nichols has applied what he 
has learned during his many years’ 
experience to the operation of his own 
business. He believes that it is un- 
economical for a wholesale house to 
attempt covering more than a 75-mile 
radius, or a point beyond which he is 
unable to make one-day deliveries. 
When a wholesaler’s salesman ven- 
tures beyond that point, Mr. Nichols 
is certain that the salesman is in some- 
one else’s territory, some one whose 
delivery and selling costs will be less. 

Because of this fact, Mr. Nichols 
sees not too great a cause for the 
wholesaler to fret about large hard- 
ware and mail order houses who at- 
tempt covering the industrial, dealer 
and contractor trade either through 
the medium of catalogues, or sales- 
men who make.the territory once a 
month. In the opinion of this expe- 
rienced Daytonian local wholesalers 


Personal contacts plus service will suc- 
cessfully combat the wholesaler’s com- 
petition, according to this veteran who 
has devoted more than a third of a 
century to the selling of electrical 
goods. He further believes that whole- 
salers’ salesmen should aid 
pioneering of new lines. 


in. the 


have two weapons for competing 
against these price cutters. First, the 
personal element and secondly, serv- 
ice. A contractor or purchasing 
agent becomes well acquainted with 
his local wholesalers and learns that 
he can rely on the dependability of 
their products and their service. 


NOTHER of Mr. Nichols’ con- 
victions is that a man who claims 
to be a wholesaler, or distributor, of 
electrical goods has certain duties to 
perform if he is to keep faith with 
manufacturers whose lines he repre- 
sents. Wholesalers’ salesmen, he be- 
lieves, must aid manufacturers in 
pioneering new lines and not wait un- 
til the path has been smoothed before 
getting in on the “cream” of the busi- 
ness. ; 
Although he derives genuine plea- 
sure from his business, Mr. Nichols 
enjoys variety. When he is not at his 
office or home, he is generally to be 
found meeting with fellow members 
of the Kiwanis Club, or Dayton En- 
gineers Club, or with a group of 
Shriners who compose the Arabic 
Club of Dayton. 
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*M. W. Nichols 


President, Nichols Electric Co., Dayton, Ohio. 
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RUBBER INSULATED WIRES 
FOR EVERY ELECTRICAL NEED 
Also Laytex, the new dielec- 
tric, promises to revolution- 
ize flexible insulations. 
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YOUR OPPORTUNITY 
...A well established, 


profitable business... with 
100% territorial protection 


As an aggressive electrical wholesaler, you can 
well appreciate the tremendous advantage of 
dealing with a wire manufacturer who— 


@ Through quality and advertising, has established 
nation-wide acceptance for his various rubber 
products. 


@ Guarantees you 100% territorial protection. 


@ Offers intelligent, experienced sales cooperation. 


Back of all this are ‘‘U.S.” Fae- 
tories, Laboratories, Rubber 
Plantations, Experimental Sta- 
tions —constantly striving to 
make the finest product possible. 

This opportunity is open to 
progressive wholesalers of estab- 
lished reputation.... Address 
Wire Dept., 1790 Broadway, 
New York City. 
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Picduel of the United States Rubber Company¥ 


THE WORLD’S LARGEST PRO- 
DUCER OF RUBBER—“U.S.” 
owns and operates extensive 
rubber plantations of 133,364 
acres in the East Indies. 
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Combating Unapproved Materials 


At the sixth annual New York safety conference, the 
local chapter of IAEI (International Association of Elec- 
trical Inspectors) arranged this display to tell the story 
of electrical inspection service and to point out to the 
public the hazards involved in unapproved electrical 
installations and the purchase of unapproved electrical 
materials. Attendance was over 4,000, indicating the 
public’s interest in promoting safety in the home. 


Latest Specialty Appliance 


Rockefeller Center was selected for the premiere showing 
of Laurens Hammond's latest invention, a pipeless elec- 
trical organ which makes possible many tone colors never 
before heard on any musical instrument. All mechanisms 
are contained in the console, which is connected by cable 
to a nearby power cabinet where the music originates as 
sound. Homes, apartments and schools are prospects as 
the organ can be produced at less cost and requires less 
space than a grand piano. 


Comfort for the Farmer 


These are the Hula Brothers, of Medford, Okla., who 
stole the show at the national equipment displays at 
Wichita, Kans., with this ‘‘tractor of the future.’’ The 
cab is not only air-conditioned, it is also sound-proof, to 
provide for a good radio reception. Even a cigar lighter 
is included on the instrument panel. These young men 
designed their cab for a regular -Allis-Chalmers farm 
tractor, equipped with the latest Firestone tractor tires. 


Redmen on Parade 


Hotpoint’s familiar redmen come to life for the opening 
ceremonies of General Electric’s spring appliance drive. 
Fifteen live redmen were mobilized at Bridgeport prior to 
setting up campaign headquarters in the 15 sales districts 
of the Merchandise Department. Posed with the redmen 
are C. J. Hendon, manager of Hotpoint heating device 
sales, J}. L. Busey, manager of appliance sales and G. H. 
Libbey, supervisor of heating device sales promotion. 


Peoria Goes Hollywood 


Making a scene for the new talking movie, ‘‘Know Your 
ABC’s’’, at the Altorfer plant in Peoria. ABC distributors 
are using this 41/2 reel film as part of a sales training 
program for their dealer sales organizations. Theme is 
selling of higher priced, higher quality merchandise. The 
film is being shown in halls, dealer’s stores, also in 
trailers, equipped with public address systems and dis- 
playing the complete ABC line, now on a coast to coast 
tour. 















The Editor's Page 


TWO articles in this issue empha- 
size how seriously the wholesaler’s 
profits are affected by the sales poli- 
cies of the manufacturer. Mr. 
Roseth, in his paper read before the Lake Michigan Club, 
shows how chiseling can exist in buying as well as in 
selling. The chiseling buyer, when he is successful, not 
only harms himself—he starts a vicious circle which takes 
away everybody’s profits. He loads up at what he con- 
siders a bargain price, but the price “concessions” which 
he has secured are extended to others, the market goes 
down and with it go the profits. Only a firm sales policy, 
rigidly enforced by the manufacturers, can thwart the 
chiseling buyer. 

Professor Frederick, who is a marketing authority of 
note and who is unbiased in his opinions, is convinced 
that the wholesaler performs certain necessary functions 
and that he has a very definite place in our modern 
economic life. He points out, however, that the whole- 
saler cannot exist unless the manufacturer sets up price 
differentials in his favor, differentials sufficient to com- 
pensate him for the services he renders. In other words, 
regardless of volume or quantity, only one who legiti- 
mately performs the wholesaling functions is entitled to 
receive wholesaler prices. 

Either a manufacturer has a wholesaler policy or he 
hasn’t. There is no middle ground. If he straddles, he 
has no policy. The National Electrical Wholesalers 
Association has very definitely stated the qualifications 
of a genuine wholesaler. Some manufacturers, and some 
groups of manufacturers, are very careful in their selec- 
tion of wholesaler outlets. If, in a particular territory, 
they are unable to find a suitable outlet among the elec- 
trical wholesalers, they do not extend wholesaler prices 
to a large contractor or dealer but they secure their dis- 
tribution through some other type of wholesaler, usually 
a hardware or mill supply house. They adhere to their 
policy of wholesale prices for wholesalers only. 

Other manufacturers are not so scrupulous. Their 
definition of a wholesaler is very elastic. According to 
the Eastern Electrical Wholesalers’ Association, there 
are 140 concerns in the metropolitan New York area 
who are not regular wholesalers, but who are receiving 
wholesale prices from some manufacturers. It is these 
part-function concerns that make it necessary for manu- 
facturers to go to the expense of maintaining local 
warehouse stocks. 

Surely there is no scarcity of legitimate wholesale 
outlets. The latest directory of the trade, which is com- 
piled each year by ELectricAL WHOLESALING, lists 
1,088 firms. Each firm has been “verified” as perform- 
ing the wholesaling function and as being recognized by 
the trade as a wholesaler. 

Only the manufacturers can correct a situation such 
as exists in New York. They can correct it by adopting 
and adhering to a policy of ADEQUATE Price DIFFER- 
ENTIALS FOR LEGITIMATE WHOLESALERS ONLY. 








Manufacturers’ 
Policies 
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Japanese 
Competition 


BELLS and sockets “made in 
Japan” are now to be found in chain 
stores, in addition to incandescent 
lamps. The Jap can undersell 
the American manufacturer for two reasons. First, his 
currency has depreciated some 65 per cent and, second 
he pays worse than sweatshop wages, due to the low 
standard of living which prevails in Japan. 

Other industries are also suffering from Jap competi- 
tion and are appealing to Washington for relief in the 
form of higher tariffs. This is one way for electrical 
men to approach the problem, but there are others. 

Japanese bulbs, sockets, et al., are not approved by 
the Underwriters’ Laboratories, or any other qualified 
testing organization. They are “unapproved materials” 
and, as such, their sale is prohibited in every city which 
has an ordinance to control the sale of electrical prod- 
ucts. 

Portland, Ore., and a few other cities already have 
such ordinances, and North Carolina has a state law. 
Model forms of both a city ordinance and a state law 
to control sales of electrical materials have been pre- 
pared by the National Electrical Manufacturers Asso- 
ciation. The services of the Uniform Legislation 
Department of this Association are available to all 
groups seeking to secure such legislation in their own 
city or state. 

The recent influx of Japanese wiring devices is just 
one more reason why every city and every state should 
first pass such laws, and then enforce them. It is just 
one more reason why electrical wholesalers, contractors 
and dealers should work, and work hard, to secure such 
legislation in their own communities. 


v 
Radio WHEN, as and if the radio tube sit- 
Tubes uation becomes stabilized, manufac- 


turers, distributors and dealers will 

bé able to earn a fair profit on one of 
the very few consumable items sold by the electrical 
trade. But the manufacturers just can’t seem to get to- 
gether. Some 140 private brands, low lists and ridicu- 
lous discounts raised such havoc with the market that, 
last month, RCA abandoned its consignment plan and 
itself announced lower prices. 

Last month there was another development. General 
Electric announced a new metal tube, fully protected 
by patents, not interchangeable with glass tubes, to be 
introduced in the new G.E. line of sets out next fall. 
Other set manufacturers are offered the tube on a 
licensee basis. Philco immediately warned the trade to 
beware of metal tubes because they proved to be “duds” 
when introduced in England. General Electric replied 
that their tubes were differently constructed, not subject 
to the defects of the British tubes. And there the matter 
must rest, apparently, until sets are available which use 
the new tubes. 

Assuming that the new tube “goes over”’ and, another 
season, appears in most sets, and also assuming that a 
rigid resale policy is adopted and enforced by the licen- 
sor, then the tube market may become stabilized—even- 
tually. Unless, of course, the tube manufacturers should 
come to some agreement as to a sound policy on resales 
and private brands in the meanwhile. 
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A Zanesville Crowd. Noon time brought part of the bunch back to the head- 


quarters of American Light Co., Zanesville, Ohio. 


The left hand member of 


the sextet is C. N. Collins, truck driver, then William Noll, vice-president, Alice 


Bell, secretary, E. A. Mills, treasurer, and S. 


Goldstein, president. The great 


big fellow on the right is R. H. Drake, salesman. 





Price Differentials Should Be 
Based on Functions 
(Continued from page 13) 


ported such sales, only 54 of them sold 
exclusively to household consumers 
without the use of any wholesale or re- 
tail organizations, either owned or inde- 
pendent. This method of selling was 
largely restricted to electrical goods of a 
high unit value, such as refrigerators, 
washing machines, radio receiving sets, 
and vacuum cleaners. 

The electrical wholesaler is seriously 
concerned, however, over the volume of 
direct sales to industrial consumers 
since direct sales to such consumers were 
made by 875 of the 1,875 electrical manu- 
facturers reporting in the 1929 Census, 
383 of which sold their entire output in 
this manner. While 875 manufacturers 
of electrical products reported sales direct 
to industrial consumers, the volume of 
their respective goods sold in this manner 
varied from less than 1 per cent to ap- 
proximately 90 per cent. For example, 
manufacturers of signaling apparatus 
and attachments sold 89-7 per cent of their 
goods direct to industrial consumers, 
chiefly railroads. A very high percent- 
age of direct sales (83.8 per cent) was 
also reported by manufacturers of switch 
boards, circuit breakers, and switches. 
Many of the items sold to industrial con- 
sumers direct are products which are 
included in, or assembled with, some fin- 
ished product, such as the ignition ap- 
paratus of internal-combustion engines 
with no, or very little, modification by 
the purchaser. These are usually re- 
ferred to as fabricated materials. Other 
electrical products sold in this manner 
fall within the large group referred to 
as maintenance and operating materials 


and supplies. It is with this latter group 
of products that the electrical wholesaler 
is most directly concerned. 

The importance of the industrial 
market for electrical wholesalers and the 
consequent necessity of their taking a 
very real interest in the volume of direct 
sales to that market is emphasized by 
the fact that fully 57.7 per cent of all 
sales made by electrical wholesale estab- 
lishments of all types, in 1929, were to 
industrial consumers (the Census 
Bureau including electrical contractors 
in this category) who buy goods not for 
home consumption but for business use. 
Hence over half the business of elec- 
trical wholesalers in that year did not 
enter the retail field at all and was not 
transacted through retail stores. (1929 
figures are used throughout this article 
as the results of the 1933 Census of Dis- 
tribution are not yet available. It is 
doubtful if the picture as far as direct 
selling by manufacturers and the pro- 
portion of business which wholesalers 
conduct with industrial buyers will be 
very different.) 


Manufacturers’ Policies 


The sales policies of manufacturers 
are important factors in determining 
both wholesalers’ and manufacturers’ 
profits. This is particularly true of 
manufacturers of industrial products that 
find a natural outlet through electrical 
wholesalers. Such products, with certain 
exceptions, may be roughly divided into 
two general groups: (1) those types that 
can be sold economically to industrial 
users only through such wholesalers, 
and that ordinarily require no special 
sales effort; and (2) those other types 
that also lend themselves to economic 
distribution through wholesalers, but 


that require continual and concentrated 
sales effort, in addition to a thorough 
knowledge of their’ applications and 
merits, in order to sell them success- 
fully. 

When a manufacturer of electrical 
products sold to industrial users decides 
to use the electrical wholesaler, he has 
four policies from which to choose in de- 
veloping his sales plan, depending upon 
the nature of his product. These 
policies are: 


Four Selling Methods 


1. The manufacturer may elect to as- 
sign certain territories exclusively to a 
single wholesaler ; or, where wholesalers 
do a non-competitive type of business, 
he may select two or more to handle his 
line of products on an exclusive basis. 

2. The manufacturer may sell through 
as many wholesalers as it is possible to 
obtain in any given territory. This is a 
desirable method for certain standard 
products, since it tends to increase vol- 
ume; but there is no incentive for any 
one wholesaler to push such products, 
since they can be bought from any com- 
peting house. 

3. The manufacturer may find it 
necessary to contact a part of his market 
direct, even though he may also choose 
to adopt one of the sales policies just 
mentioned. This situation frequently 
arises in the case of electrical products 
sold for use as a part of another manu- 
factured product, for since the price of 
such products must be kept at a low 
figure, it is impossible to offer a distribu- 
tion profit to wholesalers. Similarly, 
with certain electrical products requir- 
ing special technical and engineering 
services, manufacturers may frequently 
prefer to handle the sales direct. Finally, 
certain large industrial users prefer to 
carry their own supply stocks and may 
be in a position to purchase in much 
larger quantities than would whole- 
salers; in such cases, these buyers are 
nearly always sold direct. 

4. The manufacturer may decide to 
sell both direct to users and through 
wholesalers, soliciting the latter just as 
he would any other customer. When 
such a policy is adopted by manufac- 
turers, wholesalers carry the products 
so sold only as a convenience to their 
customers, and seldom put any real sales 
effort behind them. 

In any event, wholesalers are entitled 
to receive a clear statement of the policy 
adopted by a manufacturer, so that they 
may know where they stand and whether 
the manufacturer is deserving of their 
support. The industrial consumer should 
also be informed of the manufacturer's 
sales and distribution policy to convince 
him that no other consumer is receiving 
a better deal than he is. In general, it 
may be said that industrial buyers are 
not interested in buying at lower prices 
than do any of their competitors, but 
they are very much interested in buying 
at the same prices. 
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Durable, _long-lasting, ‘‘U.S.”’ 
Holdtite Friction Tape is non- 
ravelling, has high tensile strength 
and great adhesiveness. Meets all 
hysical requirements A.S.T.M. 
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“U.S.” Relio is 
easy to handle. When applied to 
the joint, provides a_ reliable 
waterproof covering. 


strength, 
adhesive and 


















If you're not already handling 
“U.S.” Friction and Rubber tapes 
you are passing up substantial 
profits. “U.S.” Tapes have been 
favorites with electrical contractors 
and industrial users for years. 


The right quality at the right price 
has put “U.S.” Holdtite, Security 
and Relio tapes in the front rank. 
Contractors have learned by ex- 
perience that these quality tapes 
enable them to do neat, quick, per- 
manent jobs. 


Here’s a ready-made market waiting for you. 
Why not investigate today? 


United States Rubber Company 
1790 BROADWAY NEW YORK, N. Y. 
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Apartment Ventilating Shafts 
Lighted by Floodlights 


Light sources as effective as the sun, 
and considerably more constant, are 
illuminating the doings of apartment- 
dwellers in the lower reaches of a build- 
ng on Central Park South. Hapless 
Yorkers whose windows face the 
ventilating shaft and whose apartments 
are in the lower levels of the 14-story 
building, have long since ceased to hope 
that sunlight would come streaming 
through to the bottom of their particular 
“well,” but to these under-privileged 
rooms Clifton E. Smith, a consulting en- 
gineer at 415 Lexington Ave., has 


» 
syew 


brought a new sensation. 
On Mr. Smith’s inspiration, 18 
standard General Electric floodlights 


were installed at the ninth-floor level in 
two of the ventilating shafts. These 
lights operate from eight to 12 hours a 
day, depending on the season, and will 
prove of especial advantage on dark, 
gloomy days. With the lights on and 
window shades halfway down, the simi- 
larity to natural sunlight is startling. 

The engineers have even taken into 
account the peace of mind and privacy 
of the tenants. No sudden blaze of 
light as a switch is closed paralyzes un- 
accustomed householders in the acts of 
brushing their teeth or doing setting-up 
exercises—pastimes formerly cloaked in 
intimate gloom. A_ fully automatic 
synchronous-motor time-switch operates 
a motor-driven dimmer which controls 
the floodlights. For this reason, it 
takes 15 minutes for the lights to attain 
their full brilliancy. 


. f 


General Electric Sponsors 
Home Building Program 


A housing program of unprecedented 
sweep and ambition, designed to pro- 
duce one new house for each 100,000 of 
population throughout the country by 
September 1, 1935, has been launched 
by the General Electric Co. with the 
announcement of its home building pro- 
gram. The general plan is to offer se- 
lected builders new ideas, prize-winning 
drawings, substantial discounts and 
terms on electrical equipment, and na- 
tional advertising and support, all in 


consideration of the construction by 
these builders of demonstration style 
houses. The company is already as- 


sured of the cooperation of FHA and 
of numerous builders, publishers and 
banks which are anxious to help, it was 
declared. The houses are to be opened 
this fall to the public during the months 
of September and October. 

An outgrowth of the recent General 
Electric architectural competition, in 
which more than 9,000 architects sub- 
mitted some 2,000 sets of drawings, the 
program will be carried out through 











The Nolans of Waltham: Now operating as the Bay State Supply Co., 133 Moody 
St., Waltham, Mass. T. F. Nolan, sales manager, is standing at the left. Next 
to him are M. J. Nolan, president and treasurer, E. J. Nolan, outside salesman 


and R. I. Palmer, store manager. 





committees formed in the various sec- 
tions of the country during this month. 
The jury in the competition selected 52 
prize-winning drawings which indicated 
that architects the country over have 
discarded many old conceptions and that 
during the lull in building the invention 
and use of new equipment and materials 
has continued. The company believes 
that the changed social and economic 
outlooks have had their effect and that 
the material evidence will soon appear 
in new and different houses. 

J. F. Quinlan, who was in charge of 
the architectural competition, will head 
up the new organization for the building 
program, with headquarters in New 
York. General Electric will be repre- 
sented in the larger communities by dis- 
trict committees composed of specialty 
appliance, merchandise, and air condi- 
tioning distributors, working with the 
company’s district office managers and 
field representatives of the various de- 
partments. In communities where there 
are no major distributors representing 
the company, local committees of dealers 
are to be organized. The plan will be 
presented by the committees to the local 
utility companies for their support, and 
each committee will select builders in 
order that construction may start as 
soon after May 1 as possible. 

A selection of the prize-winning plans 
will be made available to the builders, 
including working drawings. The com- 
pany recommends that local architects 
be employed, at least in a supervisory 
capacity. Upon their completion, these 
“New American” style houses will be 
featured in national and local advertis- 
ing. Credit will be extended by the 
company to electrical dealers and dis- 
tributors to cover the sale of the basic 
electrical equipment involved. 


It is expected that the new houses 
will establish new standards, and that 
the modernization of old homes will 
naturally follow on a large scale. 
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RMA Opposes Oklahoma Bill 
Taxing Radio Sets 


RMA members have requested their 
distributors and dealers in Oklahoma to 
use all possible influence in opposition to 
a bill just introduced in the house of 
representatives which would levy a spe- 
cial discriminatory “luxury” tax of 
three per cent on radio receiving sets. 
RMA has already opened attack on the 
bill before the revenue and taxation 
committee of the Oklahoma house. 

In its protest to the committee, RMA 
emphasized that radio was not a luxury 
or semi-luxury but a necessity, and that 
the bill would discriminate unfairly by 
taxing only a few articles, exempting 
many others competitive with radio. It 
is also contended that the bill is un- 
constitutional under Federal court de- 
cisions prohibiting a state tax on radio 
receiving sets as an interference with 
the interstate commerce of broadcast 
program reception. 


Vv 


Supports Four Codes 


An interesting bit of news was re- 
cently revealed by Hoyt O. Smith, man- 
ager, electrical dept., Hardware & Sup- 
ply Co., Akron, Ohio. He informed us 
that his firm contributes to the support 
of four codes: electrical, automotive, 
mill supply and hardware. 
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Lake Michigan Club 
Has Full Program 


For the first time in several years, the 
Lake Michigan Club, comprised of elec- 
trical wholesalers and manufacturers of 
the Middle West, is holding a spring 
meeting at French Lick Springs, Ind., 
on May 9 and 10. 

The program, as announced by A. J. 
McGivern, provides for open discussion 
of many problems of immediate con- 
cern to the wholesaler. N. H. Boyn- 
ton of General Electric and A. E. 
Snyder of the Westinghouse Lamp Co. 
will endeavor to justify the recent re- 
ductions in lamp prices. George H. 
Richards, representing the manufac- 
turers of Safecote wire, will discuss the 
wire, conduit and cable situation, and 
Donald Tolles will talk on the value of 
trade associations to the wholesaler. 

Two prepared papers are scheduled. 
H. D. Roseth, Co-op Electric Supply 
Co., Chicago, will speak on “Does 
Chiseling Buying Pay for Inventory 
Losses?” The evening meeting on 
Thursday will be addressed by J. L. 
Palmer, Professor of Marketing, Uni- 
versity of Chicago. His subject is to 
be “The Influence of Retail Chain Store 
and Mail Order Sales on Wholesale 
Distribution.” Both afternoons will be 
given over to golf. 
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RMA to Hold Convention 
at Hotel Stevens 


The eleventh annual convention of the 
Radio Manufacturers’ Association will 
be held at the Stevens Hotel, Chicago, 
June 11-12. Paul B. Klugh of Chicago 


has again been selected as chairman of 
the convention and entertainment com- 
mittee. 
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NEMA Spring Convention 
May 19-23 


The spring meeting of the National 
Electrical Manufacturers’ Association 
will be held, at the Homestead, Hot 
Springs, Va., starting on Sunday, 
May 19, and continuing through Thurs- 
day, May 23. * 
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Manufacturers’ Agents Organize 
in Chicago and Los Angeles 


The Electrical Manufacturers’ Repre- 
sentatives’ Club of Chicago has recently 
been organized for the purpose of im- 
proving selling conditions in the Chi- 
cago area. Officers are: D. O. Hollie, 
president; Leo G. Mockenhaupt, vice- 
president, and H. L. Sage, secretary- 
treasurer. The secretary’s address is 
628 West Jackson Blvd. 

The Ben Franklin Club, an organ- 
ization of electrical manufacturers 
and manufacturers’ agents distributing 
through regular wholesale channels in 
southern California, has been formed in 
Los Angeles. Meetings are held every 
other Tuesday at noon in the Mayfair 
Hotel. The officers of the club are H. 
H. Fogweel, president; H. D. Burns, 
Bryant Electric Co., first vice-president ; 
Carl Sacks, Arrow-Hart & Hegeman 
Electric Co., second vice-president, and 
Graham Holabird, National Electric 
Products Corp., secretary-treasurer. Di- 





For Auld Lang Syne. 
pre-war personnel of the Western Electric Co., St. Louis, now Graybar. 
than a dozen of these people are still with the St. Louis house, others are with 


Graybar in other cities. 
the second row from the front. 
other well-known and popular veterans. 


This photograph, taken on September 23, 1916, shows the 


More 


George Cullinan, then manager, is on the extreme left in 
A reading-glass will help identify a flock of 


rectors, in addition to the officers, are 
Glen Shaver, Jefferson Electric Co.; 
Kenneth Anderson, Steel & Tubes, Inc. ; 
A. E. Clarke, Smoot-Holman Co., and 
Al Schueler, Square D Co. 
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Atlantic City Selected for 
Utility Convention 


The third annual convention of the 
Edison Electric Institute will be held 
at the Hotel Traymore, Atlantic City, 
June 3-6. 

Five general sessions loaded with sub- 
jects of vital interest to the electric light 
and power industry promise to. make 
the 1935 convention the most important 
gathering of members of the industry in 
recent years. The practical experience 
of different companies with various 
types of promotional rates, subsidized 
electric plants, and rural electrification 
will be discussed by authorities in these 
fields. 

Plant modernization as a cheap means 
of increasing generating capacity, the 
presentation of two company sales pro- 
grams, the utilities’ interest in the Bet- 
ter Housing Program of the Federal 
government, the electric kitchen as a 
load builder, new business horizons 
through vapor illuminants, government 
invasion into the fields of private in- 
dustry, and other subjects of like impor- 
tance are among the matters to be dis- 
cussed by leading executives of the 
industry. 
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New IES Specifications Include 
Three-Light Study Lamp 


Revised specifications for certified 
(IES) portable lamps have been an- 
nounced by the Illuminating Engineer- 
ing Society. By affording more flexi- 
bility in design, these revisions are ‘ex- 
pected to stimulate new creations in 
portable lamp design, encourage more 
individuality. 

Designed first for a 100-watt Mazda 
lamp, the reading and study lamp may 
now be altered to use a 50-100-150-watt 
three-light lamp which Mazda famp 
manufacturers expect to have available 
on June 1. 

A revision of especial interest to port- 
able lamp manufacturers is a lower 
minimum height for semi-indirect and 
indirect floor models as the present 
lamps are considered by some users too 
tall for most living rooms. 

The requirements for material quality 
and dimensional precision have been 
made less severe. Standards set in 
original specifications are maintained, 
however, and in no way affect lamps 
already certified. 

Complete specifications with revisions 
may be obtained from the Illuminating 
Engineering Society, 29 West 39th St., 
New York City. 
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iv correct and artistic illumination of all types of interiors and 


exteriors—this alone can prove one of the greatest practical and 


emotional aids our utilities will contribute to National prosperity. 


CURTIS LIGHTING, Inc., 1123 West Jackson Blvd., Chicago, the 
originators, pioneers and exponents of INDIRECT ILLUMINATION, 
have for more than a third of a century designed and installed com- 
plete lighting systems ‘with the artistic and utilitarian characteristics 


inseparably present. 
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.- - the hig opportunity 
for sales RIGHT NOW. 


BENJAMIN 


FLOODLIGHTS 


Benjamin “Play-Area” Floodlight 


Moexerat authorities, community organiza- 


tions, welfare clubs, industrial plants . . . all 
are keenly interested in setting up and lighting play- 
grounds and sports fields. 


Benjamin floodlights are specially designed for the 
lighting of sports fields. No matter what the sport 
may be, there is a Benjamin floodlight to provide 
effective and economical lighting. 


Porcelain enameled reflecting surfaces give high light- 
ing efficiency, long life and low maintenance cost. 
Correct design of reflectors provides effective illumina- 
tion on both horizontal mt vertical surfaces, so that 
while the ground areas are adequately lighted, the 
players are clearly seen and the flight of a ball in the 
air is easily followed. Shielding of the lamp and good 


BEN 





MIN R 


Meet Every 
Requirement 
for Lighting 
Sports Fields 


diffusion of light prevent glare. These features make 
for faster play, make night sports more attractive to the 
spectators and increase attendance. 


To assist you to sell these jobs and discuss the lay- 
outs for the lighting installation, we have prepared 
“A Guide to Effective Lighting of Night Sports” and 
“A Manual of Lighting Layouts for Night Sports.” 
With the superior features of Benjamin floodlights 
well recognized and with installation of these flood- 
lights in every part of the country to point to, you 
will find it easier to secure acceptance of your sales 
suggestions from park boards, community recreational 
directors, school boards, school and college athletic 
directors and coaches, and others considering lighting 
for outdoor night sports. Copies of the Benjamin 
sales helps will be furnished to you on request. 


EFLECTORS 
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Wherever Softball 
is played or a Soft- 
hall field is be- 

ing considered, this / 
book is wanted. / 
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A 24-page bulletin 
outlining the most 
effective means of 
night lighting of 
sports fields. 





Benjamin 
Electric Mfg. Co. 
Des Plaines, III. 


New York . . Chicago . . San Francisco 


BENJAMIN FLOODLIGHTS 





A 
Lighting Lay- 
outs for Night 
Sports, covering 
installation re- 
quirements. 
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Tested Merchandising Ideas 


Which the wholesaler’s salesman can pass on to his dealers 


Employs Turtles as “Salesmen” 
on Refrigerator Line 


It took V. J. Coughenour, Crosley 
dealer of Springfield, Ohio, to discover a 
turtle’s qualifications for a salesman’s 
job. Here’s how it worked: 

In his show window, Mr. Coughenour 
has placed a shallow pan of water about 
five feet long and one foot wide. The 
pan is a splashing ground for five small 
turtles. The back of each shell bears a 
number, which represents one of the 
five digits making up the price of one 
of the refrigerator models. On the back 
of the pan, he has a board covered with 
sand where the turtles are wont to sun 
themselves. In the window is a card 
announcing a cash prize of $50 to any- 
one who finds the turtles so arranged on 
the bank that the numbers on their 
backs are in the proper order as seen 
from the window to give the price of 
the refrigerator. The prize is col- 
lectible immediately. 

So far the turtles have shown excel- 
lent judgment by refusing to line up in 
the proper order so that anyone could 
claim the reward. It would be difficult 
to figure the mathematical chances of 
this happening, turtles being what they 
are, but it is safe to say that the chances 
are very remote. In the meantime, the 
possibility is drawing crowds to the 
window at all hours. Turtles, as you 
know, move slowly and while the 
window-gazers are waiting for action, 
they can’t help absorbing the refrig- 
erator story as displayed in the window. 


¥ 


Card Gets Tube Prospect in 
Store—Serviceman in Home 


Here’s a simple plan which accom- 
plished a double purpose for one radio 
dealer—it pulled the prospect into the 
store and got the serviceman into the 
home. A small printed card did the trick. 
It read: “In order to better acquaint you 
with our complete radio service, this card 
signed with your name and address and 


will entitle you to a free home testing 
of your tubes and a thorough inspection 
of your radio.” The card provided space 
for the name, address, phone number and 
make of radio of the person requesting 
the test. 

Each day a number of these cards are 
distributed by school boys with the date 
of expiration of the privilege set about 
10 days ahead to encourage prompt ac- 


tion. The card is not designed for mail- 
ing and must be brought into the dealer’s 
store. This gives the dealer an oppor- 
tunity to acquaint the prospect with his 
store and with his merchandise and puts 
the prospect in a more receptive frame of 
mind when the service-salesman calls at 
the home to make the test. 

This simple plan has resulted in many 
tube sales for this dealer; with some set 
sales also materializing. If the dealer 
has won the confidence of the prospect 
with good advice or good work, there 
won’t be much competition when it comes 
to the sale of a new radio set. 


Vv 


Bargain Wringer Rolls Lead 
to New Washer Sales 


New wringer rolls, advertised at the 
bargain price of one dollar each, have 
been a potent business builder for a com- 
plete line electrical dealer on the Pacific 
Coast. Once or twice each year, the 
dealer makes this offer and thus disposes 
of a large quantity of rolls. 

The results are three-fold. In the first 
place the joy of getting a bargain brings 
considerable trade to the store. In the 
second place, it gives the dealer a line on 
owners of old washers that can be circu- 
larized to buy new machines or inter- 
viewed for the same purpose. In the 
third place, it makes contacts which can 
be successfully developed for sales of 
other major appliances, such as ironers 
and refrigerators—and it has done a good 
job in each of these three directions. 








the. Hatfield 
Electric Supply Co., Indianapolis, and, 


Service Comes First at 


for this reason, the counter boys are 
kept hustling. Opposite the counter is 
a table where odds and ends of stock are 
closed out. No private office for Presi- 
dent Tom Farrell, his desk is parked 
right up against the balcony rail. 


Store Laundry Offers 
Rental Washers 


Now we have the “Washerteria.” 


In- 
vented and developed by an up-and-com- 
ing Texas dealer, this plan calls for the 
installation of a group of washing ma- 
chines in an improvised laundry some- 


where in the dealer’s establishment. 
Customers or friends of the store or, in 
fact, anyone who so desires, may bring 
their laundry and have the use of one 
of the machines by paying only 35 cents 
an hour. This amount includes the neces- 
sary water, electric current and soap. 
Even at this low price, the plan can be 
made to turn in some profit, according to 
the dealer. 

As a method of putting across the out- 
standing qualities of the washer so that 
they will stick in the prospect’s mind, the 
plan is aces up. The housewife is actu- 
ally demonstrating the machine to her- 
self and paying for the privilege. Those 
who are not prospects for the washer 
have at least been lured into the store 
and very likely invest in some article of 
merchandise before they leave the estab- 
lishment. 

If the dealer cared to try the experi- 
ment, the plan might be varied by in- 
creasing the rate somewhat and offering 
to apply all rental payments on the initial 
installment on a new machine at any time 
that the prospect desired to make the 
purchase. 

v 


Features Cookers With Camp 
Equipment, and Moves ’Em 


Along with his usual display of sum- 
mer equipment, a hardware dealer in an 
Eastern city has found that it pays to 
feature cookers as a necessary part of the 
accoutrement which every tourist and 
summer camp devotee must have. He 
finds that women look forward with 
trepidation to the hours that they must 
spend over smoky, smelly oil stoves at 
summer camps or over wood fires along 
the road, and that they are very willing 
to spend a few dollars to avoid this dis- 
comfort. 

He has put this idea into a simple sign 
with the following wording: “Would 
you spend § - - - to avoid the drudgery of 
vacation cooking? We can show you 
how it’s done. Ask us for details.” The 
sign has brought him a great many in- 
quiries and with his cooker story care- 
tully worked out, and his prospects in a 
vacation-spending frame of mind, sales 
resistance is at a low ebb. 
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In those F.H. A. wiring jobs 


these conventent features mean CUSTOMER INTEREST 


OR the RADIO: — No. 2145 Radio Outlet, providing aerial, ground and power connections with all 
F wiring concealed. For the ELECTRIC CLOCK:— No. 7707 Clock Hanger Outlet, which provides 
mechanical support for the clock and includes electrical connection. For the ELECTRIC FAN: — No. 7750 
Fan Hanger Outlet which holds the fan and combines the electrical connection. For the ELECTRIC RANGE: 
— No. 7950 Range Outlet which provides for straight-in wiring, with solderless connections. Interchangeable 
cable clamp allows for bottom or back wiring. For OUTDOOR APPLIANCES or lighting conveniences: — No. 7792 
Outdoor Receptacle, weatherproofed throughout. These devices are the hub of customer interest and the center of 
sales-emphasis in the successful merchandising of wiring devices. ALL listed in your ARROW Catalog and completely 
described in illustrated data-sheets, on request. 
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ven g this label. . 


IF YOU WANT ALL THE 
ADVANTAGES OF 2e7U1Ne 


ELECTRUNITE Steeltubes 


REG. U. S$. PATENT OFFICE 





ELECTRICALLY 





Go ahead! Design your a wide assortment of fittings—three sim- 
own conduit. Make a list ple couplings adapt it to any job. You'll 


of all the desirable features find a new inside surface in most sizes 















that you would incorpo- that will reduce the effort required to 


eo WELDED - 


rate in it.. Then examine pull cable by approximately 30%. You'll 
a length of conduit that bears the label find that it affords ample electrical and 
of Electrunite Steeltubes. There you will mechanical protection to wiring in spite 
find every feature that you placed on of its lighter weight, and that it has full 
your list—and probably more. approval for most purposes. 


You'll find it light and easy to handle. 





You'll discover it easy to cut and bend. 













Patent No. 1,962,876 


You wont have to waste time and effort 


Knurled inside finish avail- 
able in 44", %" and 1” sizes 






in threading it. You wont have to carry 


















Supply houses looking for a faster-selling electrical metal- 
lic tubing will quickly sense the profit opportunities of 
Electrunite Steeltubes. Write for a sample. Show it to 
your customers. Get their opinions. Let us tell you the ex- 
periences of other supply houses that have convinced them- 
selves—and made money with it. 


niinidiees Bs 
OF 
teel and Tubes I “ SUBSIDIARY 


WORLD'S LARGEST PRODUCER OF ELECTRICALLY WELDED TUBING 
REPUBLIC STEEL CORPORATION 
cigvt LAND. «os FwTte 
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Latest Code Developments 





NRA Approves Expenditures 
by Radio Code Authority 


NRA has authorized expenditures for 
administering the radio wholesaling 
trade code amounting to a maximum of 
$8,000 in December, 1934, and January 
and February, 1935. The basis of con- 
tribution from members of the trade is 
a minimum of $10 for sales up to 
$30,000, with a sliding scale for greater 
sales, to 50 cents per $10,000 in excess 
of $2,000,000. 

A budget of code expense from May 1 
to November 30, 1934, was approved 
for this trade on Sept. 8, 1934, and a 
revised budget and basis of contribution 
for the period beginning March 1, 1935, 
has been submitted for approval. 

The approval for expenditures during 
the three months’ interim was limited to 
25 per cent of the total amount author- 
ized in the earlier budget for any item. 


v 


General Code Authority 
May Be Expanded 


The code authority for the whole- 
saling or distributing trade has pro- 
posed that the general wholesaling code 
be amended to provide that members of 
the trade not subject to any supple- 
mental code may lave at least three 
representatives on the general code 
authority for the trade. 


Vv 


Radio Cabinets May Come Under 
Furniture Code 


The National Industrial Recovery 
Board has announced that it wishes to 
receive all pertinent information to 
enable it to decide whether manufac- 
tured radio cabinets for sale should be 
placed under the jurisdiction of the code 
of fair competition for the furniture 
manufacturing industry. Data should 
be filed with Deputy Administrator 
C. R. Niklason, Room 411, 1518 K. 
Street, N.W., Washington, D. C., before 
May 10. 

Radio cabinets for sale as such are 
not being manufactured under any one 
code of fair competition at present. 


v 


NEMA Committee on 
Trade Practice Complaints 


Organization and procedure plans for 
the trade practice complaints commit- 
tees of the electrical manufacturing in- 
dustry have been accorded conditional 
approval by NRA. The committee is 


composed of A. G. Newton, Rockbestos 
Products Corp., New Haven; S. L. 
Nicholson, Westinghouse Electric & 
Manufacturing Co; C. L. Peirce, Jr., 
Hubbard & Co., Pittsburgh; H. C. 
Petty, Crocker-Wheeler Electric Manu- 
facturing Co., Ampere, N. J.; E. O. 
Shreve, General Electric Co., Schenec- 
tady; and B. M. Tassie, Manning-Bow- 
man & Co., Meriden. 


v 


NRA Announces New Rules 
for Code Assessments 


New rules regarding contributions 
from industry to the costs of code ad- 
ministration, announced last month by 
NRA, are designed to relieve small 
firms of an inequitable burden, lessen 
multiple assessments, simplify collec- 
tions and permit the rate of contribution 
to be reduced at any time. 

One administrative order requires 
that budgets and bases of contribution 
submitted hereafter must contain 
“recommendations for reasonable classi- 
fications designed to eliminate nuisance 
contributions” (those very small in 
amount) “and for exemptions designed 
to avoid inequitable contributions on 
articles which are not marketed per se.” 

This order is designed to provide a 
minimum size of firm or amount of busi- 
ness, measured in sales volume, number 
of employees, or some other equitable 
criterion, below which no contribution 
will be asked, or a basic initial exeinp- 
tion somewhat similar to that provided 
in the income tax law. It is also in- 
tended to prevent multiple assessments 
on a product which is handled for proc- 
essing, and sold as a part of some other 
product. 

Until classifications eliminating nui- 
sance contributions have been established 
in code budgets and bases of contribu- 
tions, another order announced at the 
same time will protect retailers from 
liability for multiple assessments, That 
order exempts any establishment, whose 
principal line of business measured by 
dollar volume is retail distribution, from 
contributing to the code budget of any 
non-retail trade or industry into which 
a minor part of its business falls, pro- 
vided such minor line does not require 
the full-time services of two or more 
employees. It is effective until nuisance 
contributions have been eliminated in 
the minor-line code budgets. 

A third order extends the exemption 
from code contributions which had 
previously been granted retail and local 
service trade establishments in towns 
under 2500 population. 

The fourth order permits any code 
authority to reduce the rate of assess- 








No Wonder Edwin C. Monheimer is a 
frequent rider on Detroit's brid’e paths, 
for he hails from the city of Louisville, 
famed for its fine horses and engaging 


women. Before joining the Arrow-Hart 
& Hegeman Co., in 1930, Ed was for 
many years active in Louisville whole- 
saling circles. Although located in De- 
troit, his territory includes the Indian- 
apolis-Louisville-Cincinnati sector. 





ments previously approved or to sus- 
pend collections entirely, without notice 
to anyone except the NRA. 


Vv 


Electrical Contractors Submit 
Proposed Code Budget 


The divisional code authority for the 
electrical contracting division of the 
construction industry has made applica- 
tion to NRA for approval of a budget 
for code administration expenses for the 
period from April 30, 1935, to April 30, 
1956. The total amount of the budget, 
exclusive of an $182,165 item covering 
the expenses of local administrative 
committees, is $300,000. 

The proposed basis of contribution is 
a one per cent assessment on productive 
payrolls of members of the industry, to 
be reported and payable monthly, for 
the support of the national code 
authority and the regional and district 
agencies and that for local administra- 
tive committees, one-fourth of one per 
cent of all contracts or work or services 
performed by members of the industry 
within the respective areas of local ad- 
ministrative committees, such contracts 
or work or services to be registered 
with the assessment paid to the respec- 
tive committee. 


v 


New Administration Member for 
Manufacturing Code Authority 


The National Industrial Recovery 
Board has announced the appointment 
of Edward H. Huxley, Tenafly, N. J., 
New York export commission mer- 
chant, as administration member of the 
code for the electrical manufacturing 
industry. He succeeds Alvin Brown, 
resigned. 





YOU CAN’T GET EXCITED ABOUT 


4 [ole (oleh Re, 


OU say you can't become intensely 

enthusiastic about the fact that the 
C-H Safety Switch line has more knock- 
outs, in a greater size range, and more 
conveniently located, and that they are 
rigidly inspected to see that they come 
out clean and easy? 

Well, maybe that’s natural. Maybe 
knockouts, by themselves, are a small 
detail. But, taken by itself, everything 
else on a switch is just a detail. The point 


is, C-H knockouts are perfect—and they 
are just one of dozens of other perfect 
details that go to make the _ perfect 
safety switch. 

Compare the C-H line from any angle. 
Look at that dull-sheen finish; it will not 


scar and chip easily. Notice the way the 
corners join, the way the hinges work. 
Observe the clean die job on the switch 
hooks, note the strength of the riveting 
job; that blade and hook won't part 
under any treatment. Note that Types 
“A” and “C” Switches carry H. P. rating. 

Take Safety Switches apart, compare 
them point for point. Then there can be 
no question as to which line will satisfy 
. . . Cutler-Hammer Safety Switches are 
featured by alert contractors and inde- 
pendent electrical wholesalers every- 
where. CUTLER-HAMMER, Inc., Pioneer 
Manufacturers of Electric Control Appa- 
ratus, 1327 St. Paul Avenue, Milwaukee, 
Wisconsin. 


CUTLER-HAMMER SAFETY 





The C-H line includes all types and sizes 
of Standard, Weatherproof and Explosion- 
Proof SafetySwitches,and Meter andRange 
Switches for every locality—all built to the 
famous C-H Control Leadership standards. 
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Wholesaler Activities 











W. F. Perry Elected President 
of Doubleday Hill 


Stockholders of the Doubleday Hill 
Electric Co. of the South, at their an- 
nual meeting held recently in Washing- 
ton, D. C., elected W. I. Perry, for- 
merly general manager, to succeed the 
late C. Phillips Hill as president of the 
company. 


v 


News of G. E. Supply Corp. 
Includes New Branch 


» 


X. L. Holmes is branch manager and 
k. H. Waterman branch operating man- 
ager, of a new house opened at 624 Wil- 


low St., Manchester, N. H., by the 
General Electric Supply Corp. The 
new branch reports to district head- 


quarters in Boston. 

Houses that have recently moved to 
new locations include: Jersey City, from 
247 Newark Ave., to 421 Hoboken 
Ave.; Bridgeport (local branch), from 
200 Cannon St., to 291 John St., and 
Scranton, from 116 Cliff St., to 815 
Linden St. 

At Richmond the position of service 
supervisor, previously held by M. B. 
Ehmig, has been abolished. 

Other personnel changes include the 
appointment of C. K. June as district 
auditor at Pittsburgh, and the resigna- 
tion of F, J. Airey as assistant to the 
vice-president at San Francisco. 


Vv 


Rex Cole Moves Headquarters 
to Long Island City 


Rex Cole, Inc., General Electric home 
appliance distributor for the New York 
metropolitan area, has moved its entire 
headquarters organization to the build- 


ing formerly used as a warehouse at 
25-11 Hunters Point Ave., Long Island 
City, and occupied only by the service 
and delivery departments. Administra- 
tion, operating, advertising and sales de- 
partments are now also quartered in 
the same building. Desirable operating 
economies and a closer, more effective 
interdepartmental relationship are the 
objectives which prompted the new ar- 
rangement. The display room at 570 
Lexington Ave., New York City, will 
be continued. 


v 


Westinghouse Supply Opens 
Miami Branch 


On April 15, the Westinghouse Elec- 
tric Supply Co. opened a branch house 
at 1036 North Miami Ave., Miami, Fla. 
C. R. Lee, service manager, is in charge 
of the new house, which reports to 
R. P. Smith, manager of the Florida 
division, in Jacksonville. 


Vv 


North Coast Electric Announces 
Home Economics Program 


The North Coast Electric Co., with 
main office in Seattle, and branches at 
Tacoma and Portland, has established a 
home economics department, and will 
render an extensive service to house- 
wives in the Washington and Oregon 
area, 

Helen Kerr, well known lecturer, 
radio broadcaster and writer on home 
economics, has been appointed to head 
the activities, which will constitute a 
year-around program. Schools of an un- 
usual type on cooking, interior decorat- 
ing, budgeting, etc., will be the high- 
lights of the program. In addition, a 
home service plan is being installed in 








Not All Countermen, nevertheless most of these gentlemen are on the payroll 
of Standard Electric Supply Co., Milwaukee, and help provide real service to all 


callers. From the left: Boyce Clair, 


customer; E. 


Peterson, shipping clerk; 


D. Stern, president; C. Seaholm, quotation clerk; A. Wolters, counterman; S. 
Beaumont, Colt Patent Firearms Mfg. Co.; D. Siegel, vice-president; G. Thayer, 


counterman; R. 


3eckerman, secretary, and I. Hein, counterman. 


all dealer organizations. This company 
is the exclusive distributor for Norge 
products and the schools will be for the 
benefit of Norge merchandise users. 

Verne M. Miller, vice-president in 
charge of the Portland office, states that 
each city and town of importance in 
the whole area will be provided with in- 
teresting and practical home economics 
service during the entire year. 


v 


Oakes Electrical Supply 
Has Golden Jubilee 


Founded by the late Roland T. Oakes 
in 1885, as an electrical contracting 
firm, the Oakes Electrical Supply Co., 
Holyoke, celebrated its 50th anniversary 
on March 4 with a special golden 
jubilee meeting of the Oakes Acorn 
Smokers’ Club. Guest speakers were 
Professors S. R. Williams of Amherst 
and W. H. Timbie of MIT, and guests 
of honor were Charles F. Howes, Clif- 
ford S. Moore and Arthur W. Darby, 
who were associated with the company 
during its first five years in business. 

A silver loving cup was presented to 
John M. Newton, president, and J. O. 
Whitehouse, treasurer, by a group of 
manufacturers whose products have 
been distributed by the Oakes company 
for many years. The presentation was 
made by Dwight G. Phelps of the Colt’s 
Patent Fire Arms Co. on behalf of his 
company and the Benjamin Electric 
Manufacturing Co., Crouse-Hinds Co., 
Harvey Hubbell, Inc., National Electric 
Products Corp. and Simplex Wire & 
Cable Co. 

More than 500 attended the gather- 
ing, including manufacturers’ repre- 
sentatives, customers, prominent busi- 
ness men and city officials of Holyoke 
and vicinity. The NEWA was repre- 
sented by Alfred Byers. 


v 


Graybar Opens Branch 
in Orlando 


The Graybar Electric Co. opened its 
77th office and warehouse April 1 in 
Orlando, Fla., at 535 West Central Ave. 
While this company already had 
branches in Jacksonville, Miami, and 
Tampa, the need for local facilities in 
Orlando to render better service to the 
commercial and agricultural interests in 
that locality accounts for the establish- 
ment of the new branch. 

R. S. Robinson, who has represented 
Graybar in Orlando and vicinity for the 
past 10 years, is in charge of the new 


office. 
¥ 
Cook-Nichols Moves 


The Cook-Nichols Co., Pasadena, 
Calif., has recently moved from 482 S. 
Fair Oaks Ave. to larger quarters at 
300 S. Fair Oaks Ave. 
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FREE SALES 


AMERICAN BLOWER CORPORATION, 6000 Russell Street, Detroit, Mich. 


Please send free copy of your Sales Plans to: 


Ame 


ae * VENTILATING Name—~ Firm Name 
Te bison 0 
Address 






2 








ELECTRICAL WHOLESALING 








Not a Night Club, but a corner of the 


showroom of the Electra Supply Co., 
Poughkeepsie. The boys in the white 
coats, who look as if they were all set 
for “Sweet Adeline,” are Ben Lang, 
shipping; Paul Yuhas, receiving, and Ed 
Manning, counter sales. 





Personals 





A. B. HELLER, formerly with Colt’s 
Patent Fire Arms Mfg. Co., is now 
selling Kelvinators in the city territory 
for Graybar’s Cincinnati house. 

Ray SCHONEBERGER, formerly with 
the M. D. Larkin Co., is traveling the 
territory north of Springfield, Ohio, for 
the W-W Electric Co. 

Ray YUENGER is the new head of the 
electrical department of Standard Sup- 
ply, Portsmouth, Ohio. He_ succeeds 
C. A. LEEvER,-now located in Spring- 
field, Ohio, with the M. D. Larkin Co. 

C. A. LAMBERT, previously with the 
Doermann-Roehrer Co., is now city 
salesman on supplies for Johnson Elec- 
tric Supply Co., Cincinnati. 

Martin DissiNGER has recently been 
promoted from inside sales work to 
a territory salesman by Portsmouth 
(Ohio) Supply Co. 

GEORGE Kain and WAYNE WRIGHT 
are new men covering territories out- 
side of Cincinnati for the Schuster Elec- 
tric Co. 

J. A. (JimMiIe) Mook is a new sales- 
man with Raybro Electric Supplies, 
Inc., Tampa. He is covering Tampa, 
St. Petersburg and the gulf territory. 

A. L. CuILi, formerly with the Gen- 
eral Electric Supply Corp., and the 
French Battery Co., is traveling 
northern Indiana for the Peerless Elec- 
tric Supply Co., Indianapolis. 

W. A. (Bubp) ArtHuR has _ been 
transferred from Kansas City to Okla- 
homa City by the Graybar Electric Co. 

T. M. TreIL is covering five counties 
of central Indiana for the Broyles Elec- 
tric Co. of Marion. 

WiLi1aM (BILL) Lux, formerly with 
the Parr Electric Co., Brooklyn, N. Y., 
is now located in Birmingham, Ala., 
with the Mayer Electric Supply Co. 

R. T. Hooper and S. F. Nortu are 


new salesmen with the Coast Electric 
Supply Co., San Francisco. 

Merritt E. Nerr has been made 
manager of the Buffalo house of the 
Wehle Electric Co. T. Kuryia has 
joined this branch as city sales repre- 
sentative. 


v 


Listenwalter & Gough Operates 
Six Sales Divisions 


Due to increased sales, Listenwalter 
& Gough, Los Angeles, have segregated 
their business into the following six 
divisions: supplies, Jim Addis, sales 
manager ; radio, Lou Gruner, sales man- 
ager; domestic refrigeration, H. B. 
Harris, manager ; commercial refrigera- 
tion, IF. L. Carley, manager; ranges, 
Louis Singleton, manager ; washing ma- 


chines and vacuum cleaners, C. O. 
Gaffney, manager. 
New salesmen with this firm are 


H. W. Gunnison, George Boardman, F. 
Bonde and “Boots” Holloway. The 
salesroom has been recently enlarged 
and redecorated for the weekly sales 
meetings which start at 7:30 each Sat- 
urday morning. 

Lines recently added include General 
Electric Mazda lamps and Hotpoint 
appliances. Increased Philco and Kel- 
vinator activities, together with lamp 
and appliance sales, brought the largest 
February business since the organiza- 
tion of the company in 1912. 


v 


Graver Leaves RCA Radiotron 
Now with Chicago Distributor 


C. R. King, sales manager for RCA 
radio tubes division of the RCA Manu- 
facturing Co., has announced the ap- 
pointment of Paul J. Pfohl, as sales 
manager of the Chicago district, with 
headquarters at 520 N. Michigan Ave. 
Richard A. Graver, formerly Chicago 
district sales manager, has been ap- 
pointed sales manager of the Chicago 
Talking Machine Co., RCA Victor and 








Orders Move Fast at the Davenport, 
Iowa, branch of Crescent Electric Sup- 
ply Co., due largely to the able work of 


Alfred Peterson and Thomas Kelley. 
These fellows are not the only hustlers 
at this house, however, so next time 
we'll try to show the entire crew. 


RCA Radiotron wholesale distributors. 

Mr. Pfohl has been identified with 
RCA for many years, as factory repre- 
sentative for initial tube equipment sales 
to radio manufacturers in the Chicago 
area, and more recently as wholesale 
and retail trade representative in the 
sane territory. 

Mr. Graver has been with RCA 
Radiotron since 1930. He was ap- 
pointed Atlanta district sales manager, 
and later sales manager at Chicago. 





Obituary 


Frank C. Teal 


Frank C. Teal, president of the F. C. 
Teal Co., Detroit, died at Tampa, Fla., 
on March 31, in his 71st year. Born in 
Rochester, N. Y., in 1864, he was edu- 
cated in local public schools and the 
Rochester Technical School. 

From 1888 to 1891, Mr. Teal was 
connected with the Brush Electric Co., 
pioneer manufacturer of electric motors. 
He recently gave to Henry Ford, for 
his Edison Institute of Technology at 
Dearborn, a list of the first owners of 
electric motors in Detroit. 

In 1891 Mr. Teal founded the elec- 
trical supply house which bears his 
name, and held the office of president 
until his death. He also served for 
many years as a director of the Guar- 
antee Trust Co. of Detroit. Of late 
years he had been spending his winters 
in Florida and for the past year his 
health had been failing. He is sur- 
vived by his widow, a daughter, Mrs. 
Theodore Tuffend, and a son, Frank C. 
Teal, Jr. 


D. T. Davis 


D. T. Davis, credit manager of the 
Richmond, Va., office of the Graybar 
Electric Co., died recently in his 16th 
year of service with this company. Mr. 
Davis was 42 years old and one of the 
few men in the electrical industry with 
both law and academic degrees. After 
completing work for an LL.B degree at 
Chicago Kent College of Law in 1914, 
he entered Northwestern University, 
where he secured a B.S. degree in 1919, 
In March of the same year Mr. Davis 
obtained his first position with the 
Western Electric Co. in its financial de- 
partment. Later in the same year he 
was transferred to the Omaha office as 
credit manager. Subsequent transfers 
took him to Chicago and Atlanta in 1914 
and to the general department at New 
York and the Dallas, Texas, office in 
1929. He was appointed credit man- 
ager of the Richmond office in 1933 and 
held that position at the time of his 
death. 
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5S ways to PROFIT from 
NEW LOW MAZDA LAMP PRICES 


announced by 


GENERAL ELECTRIC 


@ General Electric’s announcement of 
new, low Mazpa lamp prices (effect- 
ive April 1st) creates many new lamp- 
selling, profit-making opportunities 

for you and your agents. Here are 

five important advantages every job- 
ber should cash in on: 


1. Opportunity to Get New Lamp 
Agents Hundreds of thousands of 
salabae lamps have been purchased. 
With Mazpa lamps at new low prices 
it becomes easy to convince pot of 
the advantages to customers’ eyes and 
ee igecaaee oe of using lamps of uniform 
igh quality. It paves the way for sign- 
ing up new lamp agents. 


2. Opportunity to Get More Commer- 
cial Contracts You will find that this 
price reduction automatically gives you a 
great advantage in getting more commer- 
cial and industrial contracts than ever before 
. some of which you probably couldn’t 
touch before. 










GENERAL @ ELECTRIC 
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3. Opportunity for Agents to Fill Empty Sockets 
Tell your agents that 12% of the residential sock- 
ets In every community are empty or contain 
burned-out lamps. (This represents a market for 
50,000,000 lamps at a minimum of $7,500,000 at 
retail list prices.) 


4. Opportunity to Sell More Higher Wattage, 
Higher Priced Lamps The Science of Seeing is 
instilling in your dealers’ customers the desire for 
the extra light provided by higher wattage lamps. 
New low prices make these types — 100, 150 and 
200-watts particularly — easier for dealers to sell. 


5. Opportunity to Make your Spring Season 
Larger Instead of the customary Spring lag in 
lamp sales, this price reduction will stimulate lamp 
buying at the important spring housecleaning and 
renovating time. That means more sales and more 
profit for you and your agents. 
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Manufacturers News 





Wire Connector Licensees 
Launch Publicity Campaign 


With the patent situation cleared up 
through recent court decisions, five 
manufacturers, who have been licensed 
to manufacture and sell solderless wire 
connectors, are cooperating in a nation- 
wide publicity campaign to promote 
their use. Trade papers will be used 
to familiarize the industry with the ad- 
vantages and uses of wire connectors 
and to set forth engineering data con- 
cerning the construction and applica- 
tions of wire connectors. The manufac- 
turers cooperating in this campaign 
are: Bryant Electric Co., General Elec- 
tric Co., Ideal Commutator Dresser Co., 
Weiss & Biheller Merchandise Corp., 
and the Wiremold Co. 


Vv 


Waterbury Button Announces 
Lighting Fixture Line 


A new line of “Pastel Lite” lighting 
fixtures is now being produced by the 
Waterbury Button Co. The company’s 
announcement states that the new fix- 
tures have been developed because of 
the rising interest in interior decorating 
throughout the country. Made of 
“Plaskon,” the fixtures are available in 
various shades of pastel colors, which 
are claimed to be permanent, solid, and 
not susceptible to peeling. 


v 
Promotions by Steel & Tubes 


The following changes in personnel 
of its electrical divisions have been an- 
nounced by Steel and Tubes, Inc., Cleve- 
land, Ohio: 

J. D. Benfield, formerly district sales 
manager at New York, has been ap- 
pointed assistant to the sales manager 
and is now located at Cleveland. 

H. R. Tunell, formerly in charge of 
sales at Detroit, has been moved to 
Philadelphia as district sales manager. 

J. S. Anderson has been transferred 
from the general office at Cleveland to 
replace Mr. Tunell at Detroit. 


= 


New Killark Representatives 


The Killark Electric Manufacturing 
Co., St. Louis, Mo., announces the ap- 
pointment of the following sales repre- 
sentatives: W. J. Wickenheiser, 30 Irv- 
ing Place, New York City, for the 
metropolitan New York area; Walter 
E. Daw, 164 Oliver St., Boston, cover- 
ing New England and New York, out- 
side the metropolitan area, and H. R. 


Hopkins Co., 95 Fairmount Ave., 
Philadelphia, for the eastern Pennsyl- 
vania and southern New _ Jersey 
territory. 


v 


Executives Are Promoted 
by P. A. Geier Co. 


A marked increase in the business of 
the P. A. Geier Co., Cleveland, Ohio, 
was responsible for the promotion, last 
month, of P. A. Geier, formerly presi- 
dent, to be chairman of the board of di- 
rectors, and A. H. Zirke, formerly vice- 
president in charge of sales, to be 
president. 

Mr. Geier, who founded the company 
30 years ago, has been continuously 
active in its management and Mr. Zirke, 
who started in a clerical position, has 
been with the company for 22 years. 
J. L. Mahon, who has also been with 
the Geier company for many years, 
continues in charge of all sales promo- 
tional activities. 


v 


Appleton Electric Moves 
New York Office 


The Appleton Electric Co., Chicago, 
manufacturers of conduit fittings and 
extension reels, has announced the re- 
moval of its New York office and ware- 
house from 150 Varick St., to new 








Sun Lotion. At Hollywood Beach, Fla., 
visiting northerners are provided with 
two kinds of sun lotion—internal and 


external. Here is the evidence, as sub- 
mitted by A. H. McDonald, sales man- 
ager, McDonald Electric Co., Miami. 
The fair-skinned northerner with the 
expectant smile is none other than 
“Jack” Saladine, sales manager, Arrow- 
Hart & Hegerman, waiting for a hand 
out from Paul Ramsey, Arrow’s south- 
ern manager. 


quarters in the Port Authority Com- 


merce Bldg., 76 Ninth Ave. Increased 
floor space will make it possible to carry 
a considerably larger stock of the com- 
pany’s products. 


v 
F. J. Airey Opens Agency 


Frank J. Airey, for many years dis- 
trict manager in Los Angeles for the 
General Electric Supply Corp. and re- 
cently promoted to be assistant to the 
vice-president, has resigned from that 
organization and opened a manufac- 
turers’ agency to be known as the F. J. 
Airey Co., with headquarters at 1855 
Industrial St., Los Angeles. Lines al- 
ready announced include those of Curtis 
Lighting, Inc., Wiremold Co., Inland 
Glass Co, and the Railway Corp. 


v 


“Andrews Is Manufacturers’ 
Agent 


Harry C. Andrews, formerly with the 
Killark Electric Manufacturing Co., St. 
Louis, has opened a manufacturers’ 
agency in that city, handling the lines 
of A. E. Rittenhouse Co., Heineman 
Electric Co., Superior Manufacturing 
Co., Chase-Shawmut Co., Rattan Manu- 
facturing Co. and Clifton Conduit Co. 
The new firm covers the Mississippi 
Valley and the Southwest, and plans to 
take on additional lines. 


v 
Beaver Appoints Sales Agents 


New sales representatives announced 
by the Beaver Manufacturing Co., 
Newark, N. J., include: Handel-Davies 
Co., Chester 12th Bldg., Cleveland; As- 
sociated Sales Co., 542 N. Meridian St., 
Indianapolis, and W. G. Colson Co., 
1123 Washington St., St. Louis. 


Vv 


New Representatives Announced 
by Standard Electric Stove 


Guy C. Kowfeldt, 529 South Seventh 
St., Minneapolis, has been appointed 
district representative for the Standard 
electric ranges in Minnesota and Wis- 
consin, and Frank D. Davison, Phoenix, 
Ariz., has been appointed representative 
in southern Arizona, operating under 
the direction of Wm. P. Swartz, district 
manager in charge of western sales for 
the Standard Electric Stove Co. 


v 


Wolverine Appoints 
Powers-Jones 


The Wolverine Tube Co., Detroit, 
manufacturers of soldering lugs and 
splicing sleeves, announces the appoint- 
ment of the Powers-Jones Sales Co., 
1900 Euclid Ave., Cleveland, as sales 
representatives in the Ohio territory. 
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“PROTECT THOSE 
SMALL MOTORS 
with the 


NEW 


TRUMBULL 
‘T.T.” STARTERS” 


Look into the New Trumbull ‘“T.T.”’ 
Tumbler Starters with Thermostatic 
Overload Protection and Interchange- 
able Heaters, single or double pole. 


JUST A FEW OF THE MACHINES WHICH 
ae Pe Pa 


PROTECTION: 
Washing Machines 


SHOULD HAVE 


Small Lathes 


Small Grinders Floor Polishers 


Blowers Oil Burners 


Circular Saws Refrigerators 


Delt Presess Ironing Machines 
Filing Machines E 
Sewing Machines 








Addressing 
Machines Pumps 
Small Printing Stationary Vacuum 
Presses Cleaners 
No. 1205 
Surface Type Starter 
HORSE POWER RATINGS 
LISVACG. 230VAC. 32V:DE. I125ViBE. 250 VBC. 
oa iad 
1 l Vz) VY, Y% 


SALIENT POINTS 


Absolute protection for small motors by thermostatic overload trip. 
One heater unit to a starter. 

Heater elements interchangeable; rated, .3 to 12 amps. 

No fusible element to burn out. 

Switch contacts, silver to silver. 


Available in surface or flush types. 
box 25” W. x 4” H. x 3” D. 


Starter mechanism completely enclosed in bakelite case. 
Starter unit only can be mounted in any standard deep wall box. 


Surface type in small galvanized 








CTRIC MFG. CO. 





@ GENERAL ELECTRIC QB ORGANIZATICR 


PLAINVILLE, CONN. 
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A Section Devoted to Manufacturers’ Descriptions of Their Products 





Metal Radio Tubes 


Smaller in size and more. sturdy 
than the glass tubes, these metal tubes 
offer many improved electrical charac- 
teristics, according to the manufacturer. 
Tests indicate that they have greater, 
continued efficiency of operation. They 
provide their own shielding and this metal 
shell is a better heat conductor and radi- 
ator than glass. They are particularly 
advantageous in the field of short wave 
radio reception. The short leads of the 
tubes permit greater amplification at the 
higher frequencies and the more effective 
shielding insures greater stability. They 
are cylindrical in form and are not in- 
terchangeable with the glass tubes in 
the present type of radio receivers. Gen- 
eral Electric Co., Schenectady, N. Y.— 
Electrical Wholesaling, May, 1935. 


Streamline Transformers 


Designed for installation in exposed 
positions, this luminous tube transformer 
has an octagonal housing with end plates 
that follow the general body design and 
terminate in a streamline point. The 
black crackle finish of the housing is 
materially enhanced by a silver veiling. 
The end plates are of brushed aluminum. 
Removable secondary leads of especially 
strong, approved high voltage cable are 
so connected to transformer terminais as 
to safely support (without any additional 
bracing) a skeleton type neon sign 
weighing up to 100 pounds. As an 
added safety factor, however, tube hold- 





ing connection screws are supplied. The 
manufacturer believes that this attractive 


What's New 


design eliminates the need for hiding the 
unit behind valances or other camouflag 2. 
Acme Electric and Mfg. Co., 1455 Hamil- 
ton Ave., Cleveland, Ohio.—Electrical 
Wholesaling, May, 1935. 


Industrial Analyzer 


Designed to analyze industrial loads 
by measuring current, voltage and power 
in single and polyphase circuits as well 
as power factor in three-phase circuits, 
this Model 639 industrial analyzer is a 
self-contained unit. It is intended for use 
by public utility field servicemen, plant 
maintenance and efficiency men, electrical 
contractors and particularly those doing 
alternating current testing, checking or 
installation work. A thorough analysis 
of plant load conditions with the Model 
639 quickly detects overloaded or under- 
loaded motors, indicating that re-locating 
transformers or interchanging motors 
will effect considerable savings. It com- 





bines in its strong oak carrying case, 
four Model 610 instruments: voltmeter, 
wattmeter, power factor meter and am- 
meter. Weston Electrical Instrument 
Corp., Newark, N. J.—Electrical Whole- 
saling, May, 1935. 


Table Food Warmer 


Designed for keeping foods, toast or 
liquids warm on the table after they are 





prepared, this table food warmer has a 
capacity of 45 watts. It is furnished in 
highly polished chrome plated top with 
black ebonized handles and feet. The 
overall size is 83 by 14 inches. The 
warmer is furnished complete with six 
feet of approved rayon cord and plug. It 
sells at retail for $1.50. Sheridan Elec- 
tro Units Corp., 3241 S. State St., Chi- 
cago, Ill._—Electrical Wholesaling, May, 
1935. 


Portable Time Switch 


Built for general domestic use, this 
portable, plug-in type of time switch 
known as “Tymit” can be used to control 
radios, refrigerators, protective lighting, 





portable heaters, fans, window signs and 
spot lights. Finished in bakelite and 
chromium, it is available in either black 
or walnut cases. It is equipped with a 
standard 24 hour dial with adjustable 
operating arms and complete freedom of 
manual control. This switch is also 
available for wall mounting as a perma- 
nent control of oil burners, furnace con- 
trols, store window lights and similar 
uses. The portable model has a capacity 
of 660 watts while the installed unit will 
control 1500 watts. Tork Clock Co., Inc., 
Mount Vernon, N. Y.—Electrical Whole- 
saling, May, 1935. 


Hot Plates 


Combining attractive appearance with 
rugged construction, these hot plates 
have a capacity of 1,650 watts with either 
four or six heats. The switches are set 
in recessed pockets to eliminate breaking 
of handles or the bending of shafts in 
shipment. This feature is also designed 
to prevent clothes from catching in 
handles. The burners are equipped with 
baffle plates, reducing internal tempera- 
ture and increasing efficiency by forcing 
heat up through the burners. Cross bar 
bricks prevent the wire from coming out 
of the grooves. The body is formed of 
one piece, with legs permanently attached 
for rigidity. Sheridan Electro Units 





Corp., 3241 S. State St., Chicago, Ill._— 
Electrical Wholesaling, May, 1935. 
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FOR 
HEATERS 


Whether you use the Bryant yoke mounting 
fan hanger orthe Bryant stud mounting fan 
hanger, you are assured of these features: 


Easy installation in any. 4” 
box with cover. 





Rigid mounting for fans, loud 
speakers, heaters and elec- 
tric signs. 


A convenience outlet for gen- 
eral purposes. 


A good looking finished job 
eliminating unsightly and 
unsafe extension cords, 





Dependable performance. 


For further information, write to the néarest Bryant office: 








FOR RADIO 
LOUD SPEAKERS 








4{ wo1gum 


FOR ELECTRIC SIGNS 


4 R y A N T Superior Wiring Devicer 
aape by THE BRYANT ELECTRIC CO., Bridgeport, Conn. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888... MANUFACTURERS OF HEMCO PRODUCTS 
NEW YORK IOO East 42nd Street . . CHICAGO 844 West Adams Street . . SAN FRANCISCO 149 New Montgomery Street 
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Water System 


Based on the principle of slow speed for 


long life with a minimum of service ex- 
pense, these water systems have been de- 
signed with an eye to simplicity. Through 








a greater degree of standardization and 
interchangeability of parts, manufactur- 
ing costs have been lowered to permit 
this line to compete in the present price 
market. The motors run with cool oper- 
ation at 40 degrees centigrade continu- 
ous duty, and consume a minimum amount 
of current for starting and running. The 
automatic starting device uses a patented 
arrangement for short-circuiting all the 
commutator bars after the motor has 
reached approximately 75% of its rated 
speed. The power end used is standard 
for all models, requiring only a change 
in the motor to fit the capacity of the 
pump. Sta-Rite Products, Inc., Delavan, 
Wisconsin.—Electrical Wholesaling, May, 


1935. 


Cabinet lroner 


Fully enclosed in a porcelain ename! 
cabinet, this ironer automatically swings 
to the desired position as a storage table 
at the touch of a button. When the 
ironer is not in use, the table-top serves 
as extra work-space in the kitchen. At- 
tractively finished in cream and sun tan 
and incorporating many new features, the 
manufacturer claims these ironers save up 
to 50% in time and effort through con- 
venience and efficiency of operation. Each 
model is equipped with a full size, 26 
inch roll with a 1,200 watt heating ele- 
ment encased in a hardened steel, rust 
and scratch proof chromium plated shoe. 
All the mechanism is entirely sealed and 
automatically lubricated. A 
operating knee control moves the shoe 
into operating position and starts the 


smooth 





roll revolving. The auxiliary finger 
touch control enables the operator to con- 
trol the ironer without operating the 


knee control whenever desirable. Auto- 
matic pressure between the roll and shoe 
is maintained by a three point suspen- 
sion, pressure spring, full floating move- 
ment. Heavy work cannot overload or 
strain the motor. A quiet, oversize mo- 
tor, mounted on rubber, provides ample 
power for all operating requirements. 
There is also a standard ironer, which 
is similar in every detail except for the 
enclosed top. Westinghouse Electric and 
Mig. Co., East Pittsburgh, Pa.—Electri- 
cal Wholesaling, May, 1935. 





Suntan Washers 


Comprised of five models, this line of 
suntan and cream color washers is 
available with or without water discharge 
pumps. The new features include: rub- 
ber mountings on motor and tub to re- 
duce vibrations and make for quiet oper- 
ation; new safety feed and release on 
wringers; new automatic safety discon- 
nect on wringer for changing wringer 
position. All wringer models except the 


special washer employ self adjusting ten- 
sion features on the wringer, also new in- 
terlocking device on the spinner basket 
spinner 


of the model. The deluxe 





wringer model has a double tub con- 
struction to retain water temperatures. 
Westinghouse Electric and Mfg. Co., 
East Pittsburgh, Pa.—Electrical Whole- 
saling, May, 1935. 


Antenna System 


The “V-doublet” system, as the name 
implies, consists of a doublet-type an- 
tenna, the center portion of which is 
shaped like a “V.” Signals intercepted 
by the doublet are fed from the “V” 
portion through a lead-in composed of 
a balanced pair of twisted wires, known 
as the transmission line, to a specially 
constructed receiver - matching  trans- 
former located at the set. Particularly 
suitable for use with all-wave receivers, 
the “V-doublet” antenna system not only 
provides more uniform sensitivity in the 
short-wave bands but also has character- 
istics which affect an automatic change- 
over from short waves to standard 
broadcasts and other longer wavelengths 
without sacrificing performance and 
without requiring the use of a switch. 
It minimizes man-made interference of 
local origin. Completely assembled at 
the factory, the antenna is simple to in- 
stall. General Electric Co., Bridgeport, 
Conn. — Electrical Wholesaling, May, 
1935. 


Compass Lantern 


Designed to appeal to campers, tourists, 
fishermen and all who enjoy outdoor 





activities, this general purpose lantern 
carries a compass in the back under the 
clip belt. The brass case is finished in 
khaki color. The handy size and dur- 
able qualities of the lantern combine with 
other features to give the unit a wide 
variety of uses. Priced to retail at $1.50 
with batteries. Bond Electric Corp., 25 
Cornelison Ave., Jersey City, N. J.— 
Electrical Wholesaling, May, 1935. 


Industrial Cleaner 


Combining vacuum cleaning with the 
job of blowing and spraying, this port- 
able unit is sturdily constructed and will 
stand extremely hard and _ continuous 
service in industrial plants, according to 
the manufacturers. When serving as a 
vacuum cleaner, the accumulations of dirt, 
dust, scrap, etc., are first drawn into a 
12 gal. aluminum finished steel tank, 
where the heavy dirt, filings, etc., are de- 
posited and only the very fine dust and 
dirt are drawn into the dust-proof bag. 
‘This prevents heavy materials from pass- 
ing through the fan and injuring fan 
blades. In case the metal has a value, 
collections in the tank can be salvaged. 
The changeover from cleaner to blower 
or sprayer is simple. There are a 
variety of attachments which will adapt 
the machine to almost any industrial job 
of cleaning, blowing or spraying. Ideal 
Commutator Dresser Co., 1624 Park Ave., 

















Ill.—Electrical Wholesaling, 


Sycamore, 


May, 1935. 
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SERV-U 
pe TELEPHONE 
Selective Signal System 


Serv-U-Fones, the new inexpensive pri- 
vate telephones, are arousing remarkable 
interest in electrical merchandising fields. Each 
month sees more and more electrical men 
recognizing their possibilities. And each 
month sees those organizations which are al- 
ready selling Serv-U-Fones, growing more en- 
thusiastic about them. 


Unquestionably a large share of the suc- 
cess of Serv-U-Fones can be credited to their 
simplicity. For the first time, private tele- 
phone systems have been placed on a sound 
merchandising basis. Each telephone is packed 
in a corrugated box and is handled over the 
counter like any other electrical appliance. 
Four systems cover all requirements up to eight 
telephones—and wall or desk handset instru- 
ments may be furnished as preferred. 


The extent of the Serv-U-Fone market 
presents a challenge to merchandisers — and 


1033 WEST VAN BUREN STREET 


SERV-U-FONE 
WALL TYPE TELEPHONE 
bes Selectve ystem 


A CHALLENGE TO MERCHANDISERS 


an opportunity for profit. In compiling a list 
of Serv-U-Fones prospects, one man will in- 
clude homes, offices, clubs, banks, hotels, 
schools and farms. Another will include fac- 
tories, stores, warehouses, garages, restaurants, 
theatres, laundries and boats. Both lists are 
correct — yet both are far from complete. 
Actually, Serv-U-Fones are needed wherever 
steps can be saved. 


Experienced merchandising men are ac- 
cepting this challenge with pleasure — and 
profit. They know that where a need exists 
and the product is “right,” the proper introduc- 
tion of one to the other must result in a real de- 
mand. Retail prices for complete systems be- 
gin at $10.00. All members of the elec- 
trical merchandising fraternity who have not 
already done so, are urged to write for dis- 
counts and detailed information. 


CHICAGO 





AMERICAN AUTOMATIC ELECTRIC SALES COMPANY 
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Safety Cable Cutter 


Built around the principle of the circu- 
lar saw, this safety cable cutter needs 
only a _ simple adjustment to make a 





clean, thin, precision cut of only one con- 
volution of the armor for any type or 
size of BX, BXL and Greenfield, whether 
round or ovalflex. While the cutting 
operation is carried on with the right 
hand, the left hand grips the rubber- 
covered handles of the tool, holding the 
BX cable in an absolutely stationary po- 
sition, so that no wriggling of the cable 
is possible. The cutting saw can be ad- 
justed to within five thousandths of an 
inch. ‘Once set and sure-locked, the cir- 
cular saw stays in position and in cut- 
ting, never touches the insulation. The 
cut armor easily unwinds and slips off 
over conductors without forcing, bending 
or breaking. End of the armor always 
retains its cylindrical shape so that pro- 
tective bushing slips on without effort. 
Mechanical Products Corp., Purdy Ave., 
Portchester, N. Y.—Electrical Wholesal- 
ing, May, 1935. 


Weatherproof Floodlight 


Featuring a construction which accom- 
modates a colored glass filter behind the 
regular lens, this floodlight achieves 
greater weather resistance as_ fragile 
color glass is never exposed to the 
weather. The non-breakable reflector 
may be instantly removed for relamping, 
the glass lenses never having to be dis- 
turbed for any purpose. This serves as 
a guarantee against breakage. An as- 
bestos, gasket-type of seal; a wrench- 
type locking clamp; weather-proof soft 
rubber plug and cord and brass hard- 














ware are among the other features of 
this unit. With this patented consttuc- 
tion, the manufacturer claims that the 
lamp is in the most advantageous position 


to obtain maximum life and_ efficiency 
when it is pointed upward. Either con- 
centrating or spread-beam reflectors may 
be obtained and either standard P.S. type 
lamps or the 250-watt G-30 floodlamp 
may be employed. Wilson Lighting, Inc., 
411 S. Clinton St., Chicago, Ill.—Elec- 
trical Wholesaling, May, 1935. 





Convertible lroner 


With a sliding table top providing 
space for holding and folding clothes, 
this automatic ironer serves as a stand- 
ard-size, porcelain-top kitchen table 
when not in use. It is equipped with an 
emergency hand lever for releasing the 
shoe while a “feather touch” control frees 
both hands for guiding clothes. The full 
floating, chromium plated shoe exerts 100 
lbs. of equalized ironing pressurt. Press- 
ing stop-pin keeps roll stationary for all 





kinds of pressing. The heat switch turns 
heat on and off for proper ironing tem- 
perature. The ironer cannot be closed 
without disconnecting the current. There 
is a convenience outlet on the end for 
operating any appliance on the table top. 
Landers, Frary and Clark, New Britain, 
Conn. — Electrical Wholesaling, May, 
1935. 


Range Receptacle 


With #? and 1 inch knockouts in bot- 
tom and back, this range receptable is 





simply and easily installed. It is pro- 
vided with solderless terminals of the 
single screw type. The washers under 
the screws lay over the wires, insuring 
contact over a wide area and prevent 
scoring of wires when tightening up. The 
contacts are of spring bronze, thus in- 
suring constant tension against the cap 
prongs. Contact over a wide area is as- 
sured by the return bend construction. 
Cable clamp mounts are provided for bot- 
tom or back entrance of cable, which may 
be either metallic or non-metallic 
sheathed. There are grounding strap 
grooves and a black templus casing. 
Bryant Electric Co., Bridgeport, Conn.— 
Electrical Wholesaling, May, 1935. 


Handi-Lugs 


These Handi-lugs for stud terminals 
and Handi-two way connectors take a 





range of wire size from No. 14 to 1,000,000 
C.M. The stud lug is for use on back- 
connected switches and switchboards, any 
number of which may be bolted together. 
The two-way connectors are for joining 
wires together and reducing to a mini- 
mum, the time, effort and material 
needed in insulating such joints. Trum- 
bull Electric Mfg. Co., Plainville, Conn. 
—Electrical Wholesaling, May, 1935. 


Custom Washer 


With a floodlight brightly illuminating 
the entire unit, this No. 19 custom washer 
affords the housewife a quick and easy in- 
spection of the wash under safe and ideal 
lighting conditions. This cabinet model 
has an over-size, 23 inch diameter tub. A 
new treatment of the octagon design per- 
mits modern styling without excessive 
bulk. The washer is equipped with latest 
style pressure cleansing wringer with 
balloon rolls. There is a push-pull plate 
safety release. The mechanism, fully en- 
closed and sealed, is of the slow speed 
type for long life. The heavy duty mo- 
tor is mounted in rubber. The washer is 
equipped with a specially designed, sub- 
merged agitator with vanes extending to 
the top. Horton Mfg. Co., 731 Osage 











St, Fort Wayne, Indiana. — Electrical 
Wholesaling, May, 1935. 
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QQ aD NEW FIELD FOR PROFIT 


\ 
(S) = HAMILTON BEACH 
ICELESS cream FREEZER 


At last! A freezer that makes real home-made ice cream 
in mechanical refrigerators—the old-fashioned way. The 
motor-driven paddles stir the mixture as it freezes—pro- 
ducing a smooth, fine texture ice cream—just like Mother 
used to make. 


Your customers have been waiting for this efficient, fool- 
proof freezer. It opens a brand new field for volume and 
profit. It is another Hamilton Beach appliance that, we 
believe, will set new sales records. 


NATIONALLY ADVERTISED 


The first advertisement of the Hamilton Beach Iceless 
Freezer will appear in the June 15th issue of The Saturday 
Evening Post. This will be followed by advertisements in 
leading women’s magazines. 

Trade paper advertising and direct promotional material 
is bringing this story to 40,000 dealers. Urge your dealers 
to place their orders now—and to display the Iceless 
Freezer in their stores. Cash in on this opportunity for new 
profit. 


The Iceless Freezer goes into the freezing compartment. HAMILTON BEACH CoO., Racine, Wis. 


The refrigerator door closes on the cord. Plugs into 
any light or wall socket. (Note—The Iceless Freezer 
is recommended only for use in refrigerators capable of 


producing a temperature of 15° or lower.) D O Py 5 T < O a G EF T 


Feature HAMILTON 
BEACH APPLIANCES 
FOR JUNE BRIDE GIFTS 


Every new bride has need for 
Hamilton Beach home-making ap- 
pliances— food mixer, vacuum 
cleaner and iceless freezer. They 
are ideal gift items. All our Na- 
tional advertising and sales pro- 
motion is focused to help you get 
the June Bride gift business. Tie 
in with our effort. Encourage the 
use of the special sales helps we 
have prepared—big stand-up dis- 
play (pictured at the right)—im- 
printed circulars—and newspaper 
mats. They are furnished free on 
request. 


H am i l ton Beach lceless CONSUMER _ 
Freezer complete with con- PRICE $Q-95 
tainer, motor, paddles and $10.45 


cord. Western Price 
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‘“‘Dualbreak’”’ Safety Switch 
Utilizing the sliding, switching mem- 
ber, which causes each leg of the circuit 
to be broken at two points instead of one, 





these new Dualbreak safety switches 
feature increased safety of operation and 
longer life. This is brought about 
through a greatly reduced arc. Type 
unit blocks have been incorporated in 
these models, thus permitting the removal 
of each, in whole or in part, for the pur- 
pose of cleaning or replacing contacts 
without disturbing the rest of the switch. 
The entire switching mechanism has been 
designed to provide greatest possible ef- 
ficiency and at the same time keep wear 
of moving parts at a minimum. New 
cabinets allow closer banking and a new 
type handle saves installation space. 
Knockouts are plentiful throughout the 
box. Colt’s Patent Fire Arms Mfg. Co., 
Hartford, Conn.—Electrical Wholesaling, 
May, 1935. 


Copper Clad Iron Element 


Designed to protect the 
mica insulation and to give 
the element, itself, longer life, 
this high grade iron element 
is copper clad throughout. 
The copper shielding gives 
rigidity and prevents buck- 
ling. It is designed for five 
and six pound irons. Eagle 
Electric Mfg. Co., 59-79 Hall 
St., Brooklyn, N. Y.—Elec- 
trical Wholesaling, May, 1935. 








Motor-Driven Vibrator 


Powered by a compact universal mo- 





tor, this vibrator has a_ toggle-type, 
vibrating movement. It embodies many 


of the features formerly found only in 
the higher priced units of this manufac- 
turer. The finish is ivory baked enamel. 
The adjustments for wear will keep the 
movement quiet and efficient for years. 
There is a one-speed toggle switch in the 
motor case. The motor operates on 115 
volts a.c. or dic. Five applicators are in- 
cluded with the unit. Hamilton Beach 
Co., Racine, Wisconsin — Electrical 
Wholesaling, May, 1935. 


Flashing Signal Lamp 


Particularly suitable for trucks and 
buses, this portable electric warning sig- 
nal lamp operates on 
a standard six volt 
lantern battery which 
will burn continu- 
ously for 40 hours or 
longer. In contrast 
to the old oil burning 
torch, this electric 
beacon presents no 
fire hazard; no oil to 
spill; no smoke, no 
soot, and the flame 
cannot be blown out. 
A double - acting 
switch makes either 
flashing or steady 








WITH INDIVIDUAL 
CARRYING BRACKET light available. It 


complies with the laws requiring stalled 
vehicles to display approved warning sig- 
nals. Delta Electric Co., Marion, Indiana. 
—Electrical Wholesaling, May, 1935. 


Everdur Conduit Fittings 


A complete line of conduit fittings is 
now available for use with the new 
“Everdur” corrosion- 
proof conduit. The 
new fittings are iden- 
tical with the manu- 
facturer’s standard 
line except that they 
are made of “Ever- 
dur” metal, a new al- 
loy composed of 
copper, silicon and 
other elements. 
There are_ several 
thousand condulets in 
the line and practi- 
cally every one can 
now be obtained in the new metal. Crouse- 
Hinds Co., Syracuse, N. Y.—Electrical 
Wholesaling, May, 1935. 








Bakelite Switch Plug 


Made up with high heat Bakelite cas- 
ings, this switch heater plug can be sup- 
plied with armor and also with Bakelite 
pull handle or cool grip. The manufac- 
turers claim that the switch action is an 
improvement over that used in their G-22 
switch plug. Beaver Mfg. Co., 625 N. 





Third St., Newark, N. J. — Electrical 
Wholesaling, May, 1935. 


Flashlight and Holder 


Designed to end fumbling through tool 
kits and compartments for a flashlight that 





was inadvertently left at home, this flash- 
light and holder are attached to the steering 
post of an automobile. With this ar- 
rangement, the light is inconspicuous and 
out of the way, yet close at hand. Built 
for hard service, it is of the focusing 
type with a range of 350 feet. The fin- 
ish is black. It cannot rattle, slip or 
scratch the car’s finish, National Carbon 
Co., 30 East 42nd St., New York City.— 
Electrical Wholesaling, May, 1935. 


Magnetic Starter 


With all arcing contacts six inches 
under oil, this line of oil-immersed, mag- 
netic starters is of the reduced-voltage 
auto-transformer type. An_ induction- 
type temperature overload relay is used. 
This is also mounted in the oil. Either 
current-limit or time-limit acceleration is 
available and an ammeter attachment 
can be supplied if desired. Ratings range 
upward to 600 amperes at 600 volts and 
200 amperes at 2500 volts. General Elec- 





tric Co., Schenectady, N. Y.—Electrical 


Wholesaling, May, 1935. 
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Wholesalers State Views on 
Manufacturers’ Policies 


Several hundred wholesalers in six 
major markets and representing seven 
lines of business, were recently inter- 
viewed on the general subject of manu- 
facturers’ merchandising policies. 

The report, published in Advertising 
Age, shows that the 42 electrical whole- 
salers interviewed considered price as 
the most important factor to be con- 
sidered in taking on a new line or new 
product, followed by cooperation from 
manufacturer, reputation of manufac- 
turer, amount of advertising, customer 
demand, and exclusive franchise, in the 
order named. 

Seventeen electrical manufacturers 
were queried as to the advertising and 
merchandising cooperation given on 
those products which showed the great- 
est sales increase in 1934. Trade papers 
ran a very close second to general maga- 
zine advertising, while direct mail, 
newspaper and radio advertising were 
used to a far less extent. 


v 


New Line of Air Conditioners 
Announced by Kelvinator 


Sixty-three units, designed to meet 
every need from individual room con- 
ditioning to large theater and audi- 
torium installations, make up the com- 
plete Kelvinator air conditioning line 
of 1935, announced last month. 

Fitting in with the company’s air 
conditioning sales policy of “exact selec- 
tion,” the new line of equipment is 
made up of units which can be installed 
in various combinations to provide the 
best results at a minimum initial and 
operating expense. 

Seven self-contained cabinet types of 
air conditioning units for offices, small 
shops and residence rooms, make their 
appearance in the new line. These have 
all the mechanism and controls enclosed 


and come ready to attach to drain, elec- 
tric and water supply. 

Seven floor type cabinet models are 
designed for use when the condensing 
unit can be located at some remote spot. 
Appealing mostly to home owners for 
residence room use, these models re- 
quire less space, because of the absence 
of the condensing unit. 

Four suspended type units equipped 
with temperature control are especially 
designed for installations where ceiling 
or recess location is desirable. These 
are particularly adaptable to two-room 
installations, such as bedrooms, where 
one suspended unit can be located in a 
closet or other space between the two 
rooms. 

For larger air conditioning require- 
ments, the new line contains eight addi- 
tional suspended type units, four of 
them equipped with a special damper 
control. 


Vv 


Nance Heads Frigidaire’s New 
Air Conditioning Division 


Increased sales are responsible for the 
recent action of the Frigidaire Corp., 
whereby its air-conditioning equipment 
has been divorced from the household 
and commercial refrigeration. A sep- 
arate air conditioning division has been 
created, headed by J. J. Nance. Head- 
quarters will be at Dayton, with sales 
staffs in 125 major marketing centers. 
Four classifications of units, with com- 
pressors ranging from 4 to 10 hp., are 
included in the 1935 line: self-contained 
units, floor cabinet types, store ceiling 
units and central systems. 


¥ 
Arthur |. Mann 


Arthur I. Mann, an executive of the 
Consolidated Wire and Associated Cor- 
porations, Chicago, passed away on 
March 10. 








At the Entrance of the A. Knoll Electric Supply Co., Cincinnati, are seen some 


of the members of the force. 


On the left stands C. G. Merker, sales manager; 


next come H. W. Kefgen, who covers several mid-western states for the Weber 


Electric Co.; H. Strome, store 


manager; 


I. Denk, shipping clerk; A. Grothaus, 


stock man; G. Rabanus and J. W. Brokamp, salesmen, and M. Muething, coun- 


terman. 





® One of the most im- 
portant qualities of con- 
duit is the finish. Upon 
it depends to a large de- 
gree the life of the wiring 
job and the ease with 


which wire can be pulled. 


* In’ ENAMELKOTE 
and GALVAKOTE you'll 
find a smooth, evenly ap- 
plied finish that permits 


easy and quick wire pull- 
ing. A finish that doesn’t 
crack, chip or peel when 


the conduit is bent. 


® It's smooth, it’s pliable 
and it's evenly applied. That's 
many wiremen and 
contractors prefer ENAMEL- 
KOTE and GALVAKOTE. 


Se A ee 
preferred line of conduit—a 
line that sells—a line that 
brings repeat orders and profits. 
Write us for details. 


why so 


CLAYTON MARK 


& CO. 


OPERA BUILDING 
CHICAGO ILL 
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E 1S A WIREMOLD ZONE OF USEFULNESS AND 
4/ PROFIT IN EVERY FIELD OF WIRING PRACTICE/ 
































k. H. A. : in 


Wiremold Zone 


Everything we have said about the usefulness 
of Wiremold in developing NEW WIRING 
BUSINESS applies to the SIX BILLION 
DOLLAR F. H. A. OPPORTUNITY in 


HOMES and SCHOOLS, OFFICES and 
STORES! 


Y the time this announcement reaches your eye, twelve great regional programs 
of the FEDERAL HOUSING ADMINISTRATION will be under way—creat- 
~ ing an unparalleled opportunity for the electrical contractor in every section of 
this country. 
Of course, this opportunity is being created simultaneously for the plumber, the painter, 
the roofer, the carpenter, etc., etc. AND THEY ARE GETTING AN UNPRECED- 
ENTED AMOUNT OF SUPPORT AND CO-OPERATION from their own jobbers 
and jobbers’ salesmen IN GOING AFTER THEIR SHARE OF THIS BUSINESS! 
But— 
Your customers can get THEIR FULL SHARE ALSO—if they will go after it WITH 
WIREMOLD! 
And— 
You cando YOUR PART in helping them get it—if you will point out to them WHAT 
YOU KNOW ABOUT WIREMOLD AS A MEANS OF DEVELOPING OPPOR- 
TUNITY IN EVERY FIELD! 
You know that Wiremold makes wiring jobs easy to sell and easy to handle at a profit— 
and you know that the sale of a dollar’s worth of Wiremold leads to the sale of many 
dollar’s worth of other material. 
Put your knowledge to work! Show your contractor friends how to make the most 
of Wiremold IN THE FACE OF THIS UNPRECEDENTED OPPORTUNITY! And 
you, too, will reap the harvest. 





THE WIREMOLD COMPANY, Hartford, Conn. 




















What, Only One Smile? Anyway, don’t 
let the serious faces be frightening, be- 
cause each of these men at Graybar’s 
branch at Dayton, Ohio, is a fine fellow. 
The hatless gentleman is S. F. Wood, 


service supervisor; then meet A. J. 
3rinkman. counterman; next comes a 
customer, J. Ws McCabe, of the McCabe 
Electric Co., and on the right we en- 
counter the boss, C. H. Dodt, sales 
manager. 





Consignment of Radio Tubes 
Discontinued by RCA 


After approximately a year of con- 
signment selling the RCA _ Radiotron 
Division has returned to the outright 
sale of radio tubes. 

All retail agents have been sent formal 
notice of the termination of their agency 
agreements, together with a letter from 
E. T. Cunningham, president of the 
RCA Manufacturing Co., briefly setting 
forth the reasons for the change in 
policy. 

“While our many dealers have given 
us active and loyal support,” this let- 
ter states, “nearly one year’s experi- 
ence with consigned stocks and agency 
selling has proven that the great ma- 
jority of dealers prefer to buy radio 
tubes outright, and prefer to avoid the 
nuisance of consigned stocks and 
monthly reports.” 

The tube concern, according to its 
president, undertook the tremendous re- 
sponsibility of consignment selling, in- 
volving great expense and_ tedious 
readjustments, as an experiment in the 
stabilization of the tube market. While 
the agency plan accomplished its ob- 
jective of uniform prices on RCA radio 
tubes, the clearly indicated preference 
of dealers for outright sale, and intensi- 
fied price competition in the general 
market, made the plan unprofitable to 
the Radiotron Division, according to 
Mr. Cunningham. 


v 


Gensel Electric Announces 
Metal Radio Tubes 


A new line of metal radio tubes, 
which tests indicate to be of greater 
continued efficiency than the glass type 
now in use, was announced last month 
by the General Electric Co. Developed 
in the company’s research laboratories, 
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these new metal tubes are much smaller 
and more sturdy. They provide their 
own shielding and the metal shell is 
claimed to be a better heat conductor 
and radiator than glass. 

The new tubes are not interchange- 
able with glass tubes, as an additional 
pin is required for the ground connec- 
tion of the metal envelope. These tubes 
will be utilized in the new line of re- 
ceivers which the General Electric Co. 


will bring out in the fall. They are | 


also available to other manufacturers 
of radio sets. 


Vv 


New South Dakota Law Bans 
Short-Wave Auto Sets 


South Dakota is added to the few 
states which have enacted laws regu- 
lating “short-wave” radio sets in auto- 
mobiles but without restricting or regu- 
lating public automotive radio sets 
covering the regular, standard broad- 
cast band. 

The new South Dakota law requires 
a permit for installation of a short-wave 
automotive set. It also authorizes a 
state police broadcasting station at 
Pierre, the capital, and a state radio 
police system requiring all state and 
county police vehicles to be radio 
equipped. 


v 


Contests Beneficial to 
Malco Electric 


A series of simple bi-weekly contests, 
inaugurated several months ago at the 
Malco Electric Supply Co. of Cleve- 
land, has definitely boosted sales accord- 
ing to M. L. Lappin, president. New 
accounts, sales volume, special items, 
sale of old stock, etc., have been used as 
basis for the drives. Good hard cash 
is the reward for the winners. During 
one drive for new accounts, the boys 
brought in 25 during a 30 day period. 








Caught in Time. W. V. Raison, secre- 
tary, Portsmouth (Ohio) Supply Co., 
could hear the good old lunch bell ring- 
ing, so the photographer had to have the 
camera clicking in double-quick time to 
get his picture. 








EW Spcep Iron Booms 
HOLESALERS’ PRorits! 





The revolutionary and exclusive features of the new 
Thomas A. Edison Speed Iron are creating a ready 
market wherever it is introduced. Wholesalers have 
already discovered that the Edison is in a class by 
itself for quick turnover, repeat business and good 
mark-up! This valuable franchise offers an unusual 
opportunity to aggressive, wide-awake wholesalers! 
Convince yourself of its worth—glance at the features 
below :— 


1. The Edison Iron does an hour’s ironing in 
39 minutes. 

2. 15% to 22% bigger sole-plate. 

3. Free-action handle for quicker sleeve iron- 
ing. 

4. Guaranteed by the signature of Thomas A. 
Edison. 


Sold through wholesalers. For full franchise details 
write Thomas A. Edison, Inc., Edicraft Division, 
Orange, N. J. 





0 Bain 
SPEED IRON 


ye 
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NOW READY! 


1935 


“VERIFIED” DIRECTORY 
OF 


ELECTRICAL WHOLESALERS 





Contains the following information 
on 1,088 wholesaling establishments 


1. Firm name 

2. Address 

3. Branch and affiliated houses 

4. Memberships in National and Local Asso- 
ciations of Electrical Wholesalers 

5. Names of officers and department managers 

6. Territory covered 


7. Number of salesmen—city, country and 
counter 
8. Floor space occupied 
9. Size of inventory 
10. Lines handled (supplies, appliances radio, 
lighting fixtures) 











PREVIOUS EDITIONS NOW OBSOLETE 


This new Directory contains 123 new listings, 32 deletions and 
825 revisions 


PRICE $15 
@ 


Substantially bound in handsome leatherette cover 


Liberal Discounts 
on orders for two or more copies 


Order from 


The Electrical Trade Publishing Co. 
330 West 42d St. New York City 

















Miller Company at Former 
New York Address 


New York offices and warehouse of 
the Edward Miller Co., Meriden, Conn., 
have been centered in a single location 
at 14 East 38th St., where display rooms 
will be maintained for Ivanhoe, Duplex- 
alite and Miller lines of lighting equip- 
ment. 


v 


Allen-Bradley Appoints 
Representatives 


The Allen-Bradley Co., Milwaukee, 
Wis., manufacturers of motor control 
equipment, announce the appointment of 
four new sales representatives: Robert 
McGarry, 807 Rose Place, Utica, N. Y.; 
Bjorn Hansen, 306 Canedy St., Spring- 
field, Ill.; R. B. Soderberg, 196 Palm 
St., Hartford, Conn., and W. J. Hess, 
912 First Ave., Charleston, W. Va. 


v 


Merritt Now with Meadows 


I. N. Merritt, formerly vice-president 
and general manager of the Grinnell 
(lowa) Electric Manufacturing Co., 
has been appointed vice-president in 
charge of sales for the Meadows Manu- 
facturing Co., a subsidiary of the Elec- 
tric Household Utilities Corp., Chicago, 
where Mr. Merritt will maintain his 
headquarters. 


v 


Oscar Cleaver Promoted 

by Westinghouse Lamp 
Oscar P. Cleaver, formerly district 
engineer of the Westinghouse Lamp 
Co., with headquarters in Chicago, has 
been transferred to the commercial en- 





Through the Alphabet might be a suit- 
able caption, except for the missing “A” 
on E. J. Caton, manager, electrical dept., 
Roekel Co., Zanesville, Ohio. The proud 
possessor of the “musical ” is D. L. 
Harlan, record clerk. 
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Heads New House. Although the Ace 
Electric Supply, Inc., 308 Sycamore St., 
Cincinnati, is still very much of an in- 
fant, its president, Edward J. Goetz, is 
an old hand in the electrical wholesaling 
game, having spent a number of years 
with B & B Electric Co. of the Ohio 
river town. The new firm is now carry- 
ing supply, small appliance and fixture 
lines. 








gineering department in Bloomfield, 
New Jersey, where he will be placed in 
charge of lighting promotion activities 
for the company. Wesley T. Harrison 
has been transfererd from Bloomfield to 
Chicago to fill the position of district 
engineer left vacant by Mr. Cleaver’s 
promotion. 


v 


Callies Returns to Conlon 


Charles H. Callies, formerly vice- 
president of the Conlon Corp., Chicago, 
manufacturers of washing and ironing 
machines, who has recently been en- 
gaged in the advertising field, has re- 
turned to the company as general sales 
manager. 


v 


New Payment Plan 
Adopted by Crosley 


A new method of paying for electric 

refrigerators that is neither a time-pay- 
ment nor a meter-plan of instalment 
buying, is announced by the Crosley 
Radio Corp. Called the Shelva-Bank, it 
is just what its name implies, a savings 
bank in which to deposit savings from 
daily change. 
_ The new plan overcomes the objec- 
tions to the meter plan inasmuch as it 
does not shut off the refrigerator if the 
quarter is not dropped into the bank. 
Neither is it a reminder to visitors in 
the house that the customer is forced to 
buy a refrigerator on a time-payment 
plan. If desired the bank can be kept 
out of sight. 

A newspaper advertising campaign 
has been prepared which will be run in 
local newspapers by dealers in coopera- 
tion with their distributors and the 
Crosley Radio Corp. 








HERE, THERE, EVERYWHERE— 


theres aA demand fet 


NEE OW 
GLOW LAMPS 





2 Watt, 115 Volts—Si4 Bulb. 
Finish—Clear, Sprayed Red or Yellow 


Throughout all industry ... as standard equipment in many 
products and as pilot and indicator lights; in stores, theatres 
and commercial establishments for exit lamps; even in the 
home, there’s a wide demand for NEON GLOW LAMPS. And 
there’s a size that’s right for every purpose. 

The broad usage and demand for NEON GLOW LAMPS exist 
because of their many exclusive advantages. They operate 
continuously at a cost of but a few cents per month. Their 
bases fit standard sockets. They operate on both ac and pc; 
at standard voltages and frequencies without special trans- 
formers or resistances. They have a life of 3000 hours. And 
they are practically unaffected by vibration and shock. 

You can cash in on this demand by stocking a full line 
of NEON GLOW LAMPS, and using the catalog inserts which 
we supply. Ask us to send you complete details. Write to... 
General Electric Vapor Lamp Company, 891 Adams Street, 
Hoboken, New Jersey. 








Below... % Watt, 115 
Volts—-T4', Bulb. Sup- 
piied with Candelabra 
Screw Base Only 











Above ...1 Watt, 115 
Volts—G10 Bulb 


Above ... % Watt, 115 


Volts—G10 Bulb. Sup- 
plied in 1.0 Watt ior 
220 Volts 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


627 Copr. 1934, General Electric Vapor Lamp Co. 
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© MILFORD FLEXIBLE 
DUPLEX U.S.A, 





Fine teeth start the cut at ANY 


Regular pitch teeth take up cutting smoothly. 
angle on the first stroke 


Ripping teeth, catching in corners eliminated. 


It's the ELECTRICIANS SPECIAL 
Easy Starting Blade! 


Superior to any blade for cutting BX, wire 
mould, conduit angles, etc., yet sells at the 
regular price. A small stock gives quick 
turnover—good profit. You can sell these 
blades to every contractor on your books. 


Send for Sales Promotion Material 


THE HENRY G. THOMPSON & SON CO. 


Est. 1876 NEW HAVEN, CONN. 

















No. 601MS 
Mill Type 
Series 





No. 600 MSR 
Standard J Mill Type 
Series : Series 


You Can Sell this NEW Guard 
... the McGill Hook-Handle Portable 


The portable guard has been modernized and its usefulness 
doubled by the invention of the McGill Hook-Handle Port- 
able. Portable guard users will change to this new guard when 
you demonstrate how the hook-handle feature permits hanging 
or wedging the guard almost anywhere to give good light on 
hard-to-get-at jobs. 


Heavy Electric-welded Cage Outlasts 
Cheaper Guards 


Made of Bessemer Steel, electrically welded and cadmium 
finished, this guard will stand the gaff of the hardest service. 





Patents 
Pending 





NEW WIDE HOOK 
Demonstrate this new 
feature and increase 

your portable guard 
sales. Ask for literature 










bad 


90 
NDIANA 


ESTABLISHED 1 


VALPARAISO - 
Box 636 




















“No Comparison,” is how F. D. Phillips, 
manager, Westinghouse Electric Supply 
Co., Peoria, Ill., replied when asked how 
business today compared with that of 
the past year or two. With lots of ex- 
perience in the electrical field, Mr. 
Phillips deserves much of the credit for 
improvement in sales shown by this 
branch. 





Industrial Marketing Conference 
To Be Held in lowa 


Dr. John H. Frederick, assistant pro- 
fessor of marketing at the University of 
Pennsylvania and author of the series 
of articles on “Selling to Industrials,” 
now appearing in ELECTRICAL WHOLE- 
SALING, will give a course in industrial 
marketing at Iowa State University, 
Ames, Ia., from June 11 to July 18 in 
connection with their summer session. 
He will also participate in a three-day 
conference for marketing executives of 
Iowa concerns in the industrial field, to 
be held in conjunction with the Iowa 
State University Engineering School at 
Ames, June 13 to 15. 


v 


Electrical Industry Opposes 
Thirty Hour Week 


The National Electrical Manufac- 
turers Association has registered its 
protest against the Black Thirty-Hour 
Bill in a letter to the senate judiciary 
committee. The letter was accompanied 
by a brief which presented the manu- 
facturers’ point of view under the fol- 
lowing several headings: 

1. Public policy recognizes the de- 
sirability of “the more abundant life.” 

2. The production of more goods and 
services is an important factor in “the 
more abundant life.” 

3. The reduction in the average work 
week has, over a period of years, been 
approximately one-half hour per week 
per year. 

4. The normal rate of improvement 
of management technique and of pro- 
ductive equipment has not been main- 
tained since 1929. 

5. A reduction in the average work 
week is based economically on the rate 
of improvement of such management 
technique and of productive equipment. 
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6. It is utterly impracticable to pro- 
duce the volume of goods and services 
which American industry and commerce | 
should normally produce and sell, and 
the American people should consume, in 
the thirty-hour week proposed by some 
sectors of organized American labor, 
and in the Bills. 

7. The short term effects would be | 
disturbing and would aggravate existing 
price disparities. : 

8. The long term effects would be ad- | 
adverse to meeting our aspirations for | 
consumption. | 

9. The thirty-hour week would de- | 
crease purchasing power and retard | 
recovery. 





} 
} 
| 


v 


Air Conditioning Distribution 


A recent check-up by Business Week 
of 33 manufacturers of air conditioning 
equipment showed a wide range of poli- 
cies in the selection of distributor out- 
lets. Two manufacturers reported that 
they sold only through their own fac- 
tory branches, while 31 reported that 
they used from two to six different 
types of sales outlets. The number of 
manufacturers selling through each type 
of distributor were as follows: engineer- 
ing firms, 25; plumbing and heating, 
21; general appliance distributors, 20; 
direct factory branches, 13; oil burner 
distributors, 12, and refrigerator dis- 
tributors, 12. 


7 


Federal Reserve Report 


Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of February: 

















To 
Feb. 1935 with | date 
with 
Federal Reserve | Jan. Feb. year 
District 1935 1934 ago 
ee ee + 9.9} +26.0) +20.0 
Philadelphia..... —10 +24 +19 
San Francisco...} +16.8} +32.5| +28.3 
Og ee +12 Sat ae Cee 
pS Pee +28.3} +30.8) +15.7 








Mighty Happy. 
smiles we believe the bosses at Standard 
Electric Supply Co., Milwaukee, Wis., 
must be darned good to their “help.” 
Alice Eisenberg and Helen Sisky are 
stenographers and Rose Siegel, right, 


From the great big 





handles phone calls. 








Resettable 
Station 


Push Button 
Station 





Combination Starter and 
Safety Switch 


Branch Offices at 
Boston, Philadelphia, Chicago, New York 


for Local 
and Remote Control 


The terrific beating to which Motor Starters are subjected — 
day after day—- demands a product in which quality of 
parts, ruggedness of manufacture, and perfection of design 
are built-in features. Colt-Noark Starters are simple in 
construction — andi they have what it takes to stand up 
under the daily pounding of hundreds upon hundreds of 


cperations. Models for either local or remote control — 
with Thermal protection for motors up to 25 H. P. Also Mag- 
netic Contactors for automatically controlling power and light 
circuits up to 50 amperes. These units are built with safety 
and efficiency features that you would expect in a Colt product 
—and quality is apparert at every point. They are furnished in 
standard black enamel cabinets—or with weather proof or 
explosion proof housings. 


Push Button Stations 


Push Button Switches to complement the Colt-Noark line of 
Motor Starters and Contactors can be used in remote positions 
for controlling magnetic starters in all sizes up to 150 H. P. and 
operate efficiently on circuits of 32 to 550 volts. 


Resettable Thermal Switches 


Colt-Noark Motor Starter Switches with Thermal overload pro- 
tection are available in the Manually Operated Type. They are 
designed to protect motors and equipment against damaging 
overloads. Automatic and positive in operation. Thermal 
heaters readily replaceable. 


Combination Motor Starters and 
Safety Switch Units 


These combination units are designed to conserve space — and 
to place in one convenient cabinet both the safety switch and 
the magnetic motor starter. The famous Quadbreak and Dual- 
break Switching mechanisms are utilized in these units — with 
the ultra-efficient Noark Magnetic Motor Starters. Generous 
wiring space top and bottom— plenty of knockouts — and 
attractive, ruggedly built cabinets. 





Send for full information covering the Colt-Noark line 
of Motor Starters, A. C. and D. C. Types — including 
Manually Operated Thermal Switches, Push Button 
Stations, Magnetic Combinations and Type “SM” 
Tumbler Switches. Ask for complete Catalog 584A. 


ELECTRICAL DIVISION 


Colts’ Patent Fire Arms Mfg. Co. 
HARTFORD, CONN. 





H. B. Squires Company 
Pacific Coast Representative 
San Francisco, Los Angeles, Seattle 


O10) iy eS TOF 54 34 


SWITCHES - MOTOR STARTERS - FUSES 
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Sell them MODERN OUTLETS 
for F. H. A. work! 






No. 300 ‘‘Latrobe’”’ 
Midget Floor 
Receptacle and Box. 


The only non-watertight floor 
receptacle and box on the market 
approved by Underwriters’ Labora- 
tories for installation in wood floors. 





No. 330 “Latrobe” Tom Thumb " 


Utility Outlet 


For use in wood floors, mantels, 
baseboards, and other installa- 
tions free from moisture or 
mechanical injury. Specially 
designed to furnish a neat, gen- 
eral purpose outlet. 


4 


2€ 


FLOOR BOXES 





FULLMAN MFG. CO. 


- LATROBE, - - 


Manufacturers of Quality Floor Boxes and Wiring Specialties 


























Simple and Effective 


| “1 SCO” 
| SOLDERLESS LUG” 





@ The ILSCO Solderless Lug not only provides 
an effective mechanical and electrical connection 
but is so simple in construction that anyone can 
apply it. 


in gripping wires—stranded 
100% sal- 
vage value—each lug takes care of various size 
wire—low cost. 


| Serrations assist_ ) 
wires are forced into a solid mesh. 





THIS 


leader | 
fan sales | 
If you do not have 


outstanding 
means additional 
for you. 
Signal's 1935 Fan Presenta- 
tion, write for it immediately. 





| Ilsco solder lugs show the size of the largest 
| wire they will take. 


SIGNAL ELECTRIC MFG. CO. 


Menominee. Michigan 


OFFICES IN PRINCIPAL CITIES 





| Wholesalers should write for complete data and samples 
| of all Ilsco Products. 


| ILSCO COPPER TUBE & PRODUCTS. Inc. 
| 5629 Madison Road Cincinnati, Ohio 








American Electrical Supply 


Issues New Catalog 
The American Electrical Supply Co., 
626 West Jackson Blvd., Chicago, mail 
order wholesale house covering the 
Middle West, is now mailing its new 
catalog of electrical supplies, appliances 
and lighting fixtures. 


v 


New Publications 


WHOLESALE ACCOUNTING AND Con- 
TRoL—By Heckert and Stone. 234 pp., 
87 figs., 3 charts, 8 tables. $3.00. 
McGraw-Hill Book Co., 330 West 42nd 
St., New York City, 1935. The whole- 
saler continues to occupy an extremely 
important position in distribution, but 
to retain this position he must keep 
abreast of his new competitors in man- 
agerial efficiency. He must determine 
his policies by a careful analysis of 
costs and the purpose of this book, as 
explained in the preface, is to assist in 
such analysis. The accounting methods 
suggested are applicable primarily to 
smaller concerns and include: sales and 
purchase records; ledger accounts; allo- 
cation of expenses; reports; determina- 
tion of profit and loss by individual 
items, by orders and customers, and by 
salesmen and territories; budgeting; 
sales control; control of selling and 
operating expense, accounts receivable, 
inventory and broken packages; special 
problems in wholesale accounting, and 
the importance of the controller in 
wholesaler management. 


How To Run Better SALEs Con- 
TENTS—By M. Zenn Kaufman. 222 pp., 
illustrated. $3.50. Harper & Bros., 49 
East 33rd St., New York City. 1935. 
A comprehensive source book of stimu- 
lating, novel, tested contest ideas for 
those now conducting sales contests or 
considering doing so. Explains why 
contests are effective in producing in- 
creased sales effort and discusses the 
essential elements of every contest, in- 
cluding timing factors, contest theme, 
method of presentation, scoring plan, 
follow-up, prizes, etc. Case histories of 
successful contests, including several 
conducted by electrical manufacturers 
and utility companies, are given for the 
purpose of assisting the reader to de- 
velop new combinations of tested methods 
for his own contests. A 41l-point check 
list covers essential points which should 
be covered when working out the details 
of a contest. 


v 


Recent Trade Literature 


AMERICAN Brass Co., Waterbury, 
Conn.—“Everdur” Electrical Conduit— 
a new Anaconda Product—A 12 pp., 
illustrated bulletin describing this con- 
duit of copper alloy, together with fit- 
tings and other electrical products made 
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Eyes Right might have been the order, 
but most likely someone passing the 
front window attracted the undivided at- 
tention of the Schmitz brothers. These 
fellows see that things go right at the 
Wabash Electric Co., Chicago. Conrad, 
right, is president and Fred is vice- 
president. 





from Everdur metal by Crouse-Hinds 
Co., Appleton Electric Co., Steel City 
Electric Co., Thomas & Betts, Square D 
Co., Allied Metal Stamping Co., Min- 
erallac Electric Co. and Electric Power 
Equipment Corp. 


BENJAMIN EL LeEctric Mrc. Co., Des 
Plaines, I1l.—Catalog 26, 288 pp., illus- 
trated, lists the complete line of Ben- 
jamin reflectors, lighting equipment, 
floodlights, fittings, sockets and signals, 
together with engineering data cover- 
ing industrial, commercial and recrea- 
tional applications. 


Bryant Exectric Co., Bridgeport, 
Conn.— List of discontinued Bryant 
catalog numbers, with catalog numbers 
of similar listed devices, also Hospital 
List Price Bulletin No. 35, showing re- 
vised prices for hospital signalling 
equipment. 


GENERAL CABLE Corp., 420 Lexing- 
ton Ave., New York City—‘Non- 
Metallic and Metallic Armored Cables,” 
a 12 pp. bulletin, No. UC-1, describing 
four general types of cable for installa- 
tion directly in the earth; “Vacuum 
Process Lead Sheath,” a 4 pp. folder, 
No. LS-1, reports results of bending 
tests indicating elimination of the “criti- 
cal region” where sheath ruptures most 
commonly occur. Bulletin WP-1, 4 pp., 
gives service records of typical installa- 
tions of “Peerless” weatherproof wire 
and cable. 


EMERSON EL Lectric Mrc. Co., St. 
Louis, Mo.—Bulletin No. 259, 8 pp., 
“Emerson Exhaust Fans” and Bulletin 
No. 260, 4 pp., ““Modern Kitchen Venti- 
lation,” contain technical data and illus- 
trations of typical installations. 


Ing Erectric VENTILATING Co., 2850 
N. Crawford <Ave., Chicago—‘The 
Ilgattic Cooling and Ventilating Svys- 
tem,” a 16 pp. illustrated bulletin 
describing attic ventilation systems and 
their advantages, with results actually 
secured from _ typical installations; 
“Tlgair Cooling and Air-Conditioning,” 
a 24 pp. illustrated bulletin describing 
typical commercial and industrial appli- 
cations of unit type equipment. 


























Write now for new Bond 


Again Bond takes the lead for 1935, with a (ayalogue which gives de- 
full line of new fast-moving, self-selling, flash- °"¢ “!stand” display. 

light and battery packages! Exclusive Bond 
numbers, never before offered by anyone; 
every package a bright colored, eye-catching, 
self-contained display, ready for your coun- 
ters; instant customer appeal; quick turnover 


and attractive profits! 




















USE Send new catalogue and “‘Island"’ display proposition. 


THE MMR Sasa s akalce na teadea decd ween adeaeusisececgs 
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LOOK AT 
PROHT 


Dealers everywhere find the 
“Klein Line” a ‘Profit Line.” 
The standard of quality—the 
standard of value—linemen, 
electricians, good mechanics 
demand Kleins. New packag- 
ing — new display — Klein 
Pliers will flash up display 
cases and Kleins now sell 
themselves. Complete stocks 
of Kleins in dealers’ hands 
means bigcer sales, more prof- 
its. Be sure to ask every 
customer ‘‘hcw atout K!eins?”’ 


Distributed through jobbers. 





: Anni 


comm AC LEIN: 





& Sons 


3200 BELMONT AVE., CHICAGO 





Two Executives of the Hyland Electrical 


Chicago, pause in their rush 
to a luncheon date. Our well-dressed 
friends are M. C. “Mike” Taradash, 
president, and Charles Weicensang, sales 
manager. 


Supply Co., 





NATIONAL ELeEctrRIc Propucts Corp., 
Fulton Bldg., Pittsburgh, Pa.—‘‘Na- 
tional Switch Boxes,” a 12 pp. bulletin 
illustrating the complete “Rededge” line 
of interchangeable, sectional switch 
boxes and giving dimensions, knockout 
data and correct connectors for use with 
conduit, ABC cable and loom. 


TRUMBULL ELectric Mre. Co., Plain- 
ville, Conn.— “Comparative Catalog 
Numbers,” a 9 pp. listing of Trumbull 
catalog numbers on types A, C and D 
switches, as compared with those of 
Square D, BullDog, Westinghouse, Colt 
and Cutler-Hammer. New catalog 
pages on type D enclosed switches, en- 
trance and meter service switches and 
“Handi-Lugs.” 


THe Sr1Ltex Co., Hartford, Conn.— 
New bulletin, leaflets and price lists 
covering Silex glass coffee makers, both 
household and commercial models. 


GENERAL ELectric Co., Specialty 
Appliance Sales Dept., Nela_ Park, 
Cleveland, Ohio—Thirty-two page illus- 
trated bulletin describing new line of 


G. E. water coolers. 
Epwin F. Gutu Co., St. Louis, Mo. 
—Catalog No. 6, 16 pp., illustrated, 


describes the design, uses, and advan- 
tages of the “Guthfan Conditionaire.” 


WOLVERINE TuBeE Co., 1411 Central 


Ave., Detroit, Mich—Revised trade 
bulletin, 8 pp., listing copper soldering 
lugs and splicing sleeves. 





SHERMAN 


Brass Fixture Connector 





“The 
Perfect 
Corner View Solderless 
U. S. Pat. No. 1352032 
: Connector” 


APPROVED 


Only one size needed—fits all wires, No. 
12 or smaller. The screws can’t come out. 
Every part—there are only three—is made 
of brass. So simple that poor connection 
ean’t be made. Bridge in center prevents 
wires from passing through or getting un- 
der yeens screw. Send for Trade Bulletin 
No. 10. 


Sold thru jobbers. 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 











Wholesalers have made 


extra profits with ESICO 
DISPLAY BOARDS! 


Since last month’s announcement, a number of 
Electrical Wholesalers have availed themselves 
of the unusual profit opportunities offered by the 
new ESICO Display Board. They have found 
that when dealers use this display, ESICO 
Green Label Electric Soldering Irons sell them- 
selves. The wholesaler has an easy pick-up 
business by noting the vacancies on the board 
when he makes his regular call. The ESICO 
Green Label line has many of the fine features 
found in the famous ESICO Industrial Irons, 
and sells at a popular price. Sold through 
Wholesalers. Write for our proposition. 


ELECTRIC SOLDERING IRON CO. inc 


342 WEST 14th ST, NEW YORK, N. Y. 































OVERHEAD 
AND 

UNDER- 

GROUND 








SPLICING SLEEVES 


Wolverine Sleeves are recog- 
nized for the ease with which 
they are handled in service 
and are favorites with the 
utilities. 

They are all packed in handy 
shelf cartons for easy han- 
dling by the wholesaler. 


WOLVERINE 
TUBE COMPANY 


1141 Central Ave., ; 
DETROIT, MICH. 
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Classified Ads 


Rates: Fifty words or less, one insertion 
$2.00, additional words two cents each. 
Payment in advance is required for ad- 
vertising in this column. 








Representatives Wanted 


Manufacturers Representative calling on 
electrical wholesalers, ¢ontractors, chain 
stores, etc., for outstanding competitive 
line of floodlights, flush fixtures, show- 
window lighting equipment, reflectors. 
Established, rapidly-expanding Chicago 
manufacturer. Territories in Pennsyl- 
vania, Georgia, Texas, other points. Ex- 
ceptionally profitable line-up. Address 
30x 52, ELEcTRICAL WHuoLESALING, 330 
W. 42nd St., New York City. 


Agents and Distributors Wanted: 
Well established manufacturer of flood- 
lights, island lights, underwater lights, 
explosion-proof fittings and _— similar 
equipment has available territory for ag- 
gressive individuals or organizations 
versed in sale of such equipment to act 
as distributor. Profitable connection. 
Send full details concerning your quali- 
fications and territory in which you are 
interested. Address Box 55, ELecrricaL 
WHo esaLinG, 300 W. 42nd St. New 
York City. 


Positions Wanted 


Manufacturer’s salesman, seven years 
with well-known manufacturer of elec- 
trical supplies. Experienced in introduc- 
ing new lines to the wholesaling, con- 
tracting and industrial trade in the 
eastern states. Now employed. Age 28. 
Married. Desires junior executive posi- 
tion with aggressive electrical manufac- 
turing organization. Address Box 53, 
ELECTRICAL WHOLESALING, 330 W. 42d 
St., New York City. 


Lines Wanted 


Experienced sales agents calling on elec- 
trical wholesalers and manufacturers in 
the metropolitan New York area, wish to 
secure a line of lighting glassware. Ad- 
dress Box 54, ELectricAL WHOLESALING, 
330 W. 42nd St., New York City. 


Surplus Stocks Bought Up: We will 
purchase your slow-moving and surplus 
stocks of electrical supplies, wiring ma- 
terial, motors, lighting fixtures, condu- 
lets, etc., in any quantity if the merchan- 
dise is desirable. Send us an itemized 
list and we will make you our cash offer. 
Address Box 51, ELecrricAL WHOLESAL- 
ING, 330 W. 42nd St., New York City. 


PUBLISHER'S STATEMENT OF CIRCULATION 
This is to certify that the average circulation 
per issue of Electrical Wholesaling for the six 
months’ period July 1st to and including Decem- 
ber 31st, 1934, was 4,985. 
(Signed) GLENN W. SUTTON, 
Manager. 
Subscribed to and sworn before me on 
this 2lst day of February, 1935. 
(Notary’s Seal) LILLIAN E. BOWEN, 
Notary Public. 
Bronx County Certificate 187, Certificate filed in 
New York County 1120. Registers office 6-B-685. 
(My Commission expires March 30, 1936.) 





There’s a big market 


FOR WIRE CONNECTORS OF 
The Thread-On Type 











HOW THE JOINTS 


ARE MADE AND EK on 
WHY THEY ARE VERY man who buys, sells, specifies or 
BETTER uses electrical wiring equipment should know 
why these Connectors making wire joints by 
the thread-on principle are as good as they 


look. 


swe Know why they are used by the largest 


~* contractors. 


Skin the wire. 


Know why appliance manufacturers, lighting 
fixture houses, sign erectors and industrial 
organizations prefer them. 


Know why their popularity has increased 
until millions are sold each year. 


Know why they will definitely and positively 


With a simple twist of cut costs and save money on wiring operations. 
the fingers, screw connec- 
tor onto the wire. You 





wider Mux ape or ‘ron. Lf you haven't already obtained complete in- 

formation, prices and profit making discounts, 

AND HERE’S THE : ; 

FINISHED JOB ask any of the five manufacturers listed below. 

They'll send samples and answer any ques- 

| | tions you may want to know. There’s no 
obligation. 

“ Zar Approved by Underwriters’ and Factory 

A Mutual Laboratories. Recommended by the 


Takes = seconds to make 

—it is four times stronger : ; 

than "a solder of tape National Electric Code. 

joint — makes a perfect 

electrical connection that’s ss t - ~ 
corrosion proof and not Covered by U. S. Patent No. 1,700,985 and 


affected by moisture. ': ing 
sustained by two major court decisions. 


NY IDEAL COMMUTATOR 
WIREMOLD COMPA euSsEn ak 


x D 
Hartford, Conn Gaan, 2 





WEISS & BIHELLER 
MERCHANDISE CORP. 
New York, N. Y. 


BRYANT 
yy ? 


oOo ‘ 
sno 


My 7 
yl 


BRYANT ELECTRIC CO. 
Bridgeport, Conn. 





GENERAL ELECTRIC CO. 
Bridgeport, Conn. 
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CHICAGO POST OFFICE, CHICAGO, ILL. 
General Contractor: John Griffiths & Sons, 


Chicago 

Architects: Graham, Anderson, 
White, Chicago 

Electrical Contractor: A. S. Schulman Elec. 
-0., Chicago 

Many prominent buildings 

thruout the Nation have 


installed 


CRESCENT 


INSULATED 
WIRE & CABLE 


NOTE ITS 
USERS 


Probst & 













BUILDING 
WIRE 


RUBBER SHEATHED CORDS 

SIGNAL CABLES 

CONTROL CABLES 

LEAD COVERED 

VARNISHED CAMBRIC 

PARKWAY CABLES 

FLEXIBLE CORDS 

WEATHERPROOF WIRE 

MAGNET WIRE 

and all kinds of 

Special Cables to meet 

A.S.T.M., A.R.A., all R.R., 

Gov't and Utility Co’s Speci- 
fications 


CRESCENT 


INSULATED WIRE 
& CABLE CO. 
TRENTON, NEW JERSEY 
PORT OF N. Y. AUTHORITY 
INLAND TERMINAL BUILDING 
Architects and Engineers: — Merkt & 
Co., 22 East Fortieth St., N. Y. C. 
Electrical Contractors : See & ume, 
_Inc., 420 Lexington Ave., N. Y. 
General Contractor: Turner rr 
Co., 420 Lexington Ave., ee on 
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Your Dealers are 
Demanding the 
Profit Making 
Golde Ranibo 









| For A.C. Uses 250 
w. or 400 w. type 
G-30 lamp — 6 
color changes per 
minute — through 
Telechron Syn- 
chronous . 
Substantial and 
attractive. 


Be in a position to cash 
in on immediate sales to 


taverns, night clubs, dance halls, show 
rooms, display windows, etc. 

Send for attractive 4 color folder and 
jobber proposition. 


Golde Manufacturing Company 
2009 Le Moyne St., Chicago, Ill. 


Profitable Line 


Insulated Wire 
for Jobbers 


Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 
also 
Asbestos Covered Resistance Wires 


The Holycke Company, inc. 
720 Main St., Holyoke, Mass. &FE 


SALESMEN 























RUBBER TAPE! 
NO _ rns onowté connaier_ 34 rUCTIOH uP 


refer to 


ELECTRICAL 
CONTRACTING’? 
|for PANTHER and 
|DRAGON TAPE 
| ADVERTISEMENTS 








SAVANE RY 


. 














PLYMOUTH RUBBER COMPANY. Inc. 
TT 


Manufacturers PLYMOUTH RUBBER COMPANY, Inc. 
Since 1896 CANTON, * MASSACHUSETTS 











“JUMPY CALLS” HURT ~~. 
MANY A SALES RECORD 


‘. YY all look good when they are far 
away”. How many times do we sales- 
men demonstrate the truth of that old “crack” 


Prospect No. 1 should be called on but we 
get to thinking about the hard-boiled way he 
turned us down — or the sob story he told us 
about no business — or maybe we remember 
that somebody told us that his first cousin had 
and then the first thing 


you know we have made up our mind that 


a competitive line 


there is no use fooling around with this pros- 


pect today. So we call on prospect No. 2 over 


on the other side of town. 


Just about everybody gets this kind of ideas 
once in a while. However, the salesman who 
takes them as they come and looks at every 
prospect as being his best bet for a sale, is 
generally the one who goes right ahead making 
sales day in and day out. 


THE 


a | 





BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 
A Division of the McGraw Electric Company 


Me 





ee 





4 


This doesn’t mean that we shouldn't analyze 
our prospect list and pick out the ones who are 
really A-1 prospects, but there are a lot of times 
when we sell ourselves on the ih that a cer- 
tain man isn’t a prospect just because we 


haven't got confidence in ourselves. 


About the best cure for 
sit down and sell ourselves on the idea that our 
line or our house is the best there is and that 
that we 


“jumpy calls” is to 


we ourselves are so ““dog-gone good”’ 
can just about sell anybody we want to. An 


attitude like that is bound to make sales. 


And while you are making your calls don’t 
forget BUSS SUPER-LAG fuses. They are an 
item of superior merit in which vou can have 
all the confidence in the world. They will 
Talk to the BUSS repre- 
he’s waiting to 


never let you down. 
sentative in your territory 
help you when you need him. 


FUSE 

















